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“Wrigley’s makes the next smoke 
taste better.” 


Beech-Nut ought to feel properly | 


flattered at having its new slogan 
taken over by such a distinguished 
and successful advertiser as Mr. 
Wrigley. 

* * * 

Or perhaps, in view of Mr. Wrig- 
ley’s standing in the baseball world, 
the adoption of the Beech-Nut copy 
idea will be recorded as a stolen 
base. 

* * + 

ADVERTISING AGE reported that 
representatives of 1,355 newspapers 
were summoned to Detroit to receive 
contracts for the advertising of the 
new Plymouth. More devout pil- 
grimages may have been made to 
Mecca—but I doubt it. 


* *& * 


Penn-Rad motor oils are to be 
sold exclusively through department 
stores, it is announced, evidently to 
get the business of the lady motor- 
ists. But the oil-gauges of the lady 
motorists will continue to be read by 
the filling-station attendants. 


* * * 


The announcement that Erwin, 
Wasey & Co. would handle Mont- 
gomery Ward’s radio broadcast must 
have been interesting reading for 
at least one well-known tenant of the 
Palmolive building. 


* * * 


The bureau of the census, in re- 
porting New York City’s retail busi- 
ness, recorded sales of food prod- 
ucts, and then, separately, the busi- 
ness of “restaurants and eating- 
places.” That seems to jibe with the 
general impression that a lot of New 
York restaurants are principally 
drinking-places. 


* t * 


Sound movies are being employed 
by Armstrong Cork to show lumber 
dealers the value of Temlock, its 
new insulating material. The film 
presentation should convince the re- 
tailers that business is at last get- 
ting a move on. 


» * * 


Frank Crowninshield, editor of 
Vanity Fair, told of rescuing Dor- 
othy Parker for literature after 
reading this line of her advertising 
copy: “ ‘Brevity is the soul of lin- 
gerie,’ said the camisole to the peig- 
noir.” That’s a darned good story, 
but what I would like to know is 
what Dorothy was doing writing 
copy like that for Vanity Fair. 


ss ¢* # 


The American Oil Burner Asso- 
ciation is going to do its best to per- 
suade manufacturers and dealers in 
that field to eliminate advertising 
copy of a competitive or disparaging 
nature. Its motto will be “Burn and 
let burn.” 

* * * 

Reciprocity in advertising is rec- 
ommended and practiced by Clifford 
L. Ellison, advertising manager of 
Brunswick-Balke-Collender, makers 
of billiard-tables. Mr. Ellison is go- 
ing to try to prove that a rolling ball 
may. gather a little advertising moss 

on its way to the bank. 


“She has the most beautiful legs 
in. the world—and the whole world 
knows it.” i 

If the whole world doesn’t know 
it, it isn’t her fault. 

Copy Cus 


AGENCY MERGES 
TWO IMPORTANT 
DEPARTMENTS 


Cuddihy to Direct Both Media 
and Markets 


Chicago, July 11—Reflecting a 
new viewpoint in the buying of ad- 
vertising space, Lord & Thomas and 


F. Action Cuddihy 


Logan have announced the appoint- 
ment of Frank A. Cuddihy as direc- 
tor of the department of markets 
and media, effective at once. News 
of Mr. Cuddihy’s acquisition was 
flashed in ADVERTISING AGE of June 
27. 

In many agencies, the marketing 
and media departments operate in 
separate spheres, with comparatively 
little mutual contact. The announce- 
ment from Lord & Thomas and Lo- 
gan indicates that the barriers be- 
tween these two departments have 
been broken down and that they will 
operate as one. 

S. R. Latshaw, president of the 
Butterick Publishing Company, New 
York, received a sympathetic hear- 
ing when he told the American As- 
sociation of Advertising Agencies at 
its recent annual meeting in Wash- 
ington: 

“There is a growing trend among 
agencies for closer co-operation be- 
tween marketing and space-buying 
departments. One tells where the 
market is or where it should be de- 
veloped and the other buys the media 
which circulate in the favorable mar- 
ket or markets. . 

“Best practice indicates the need 
for a man of sympathetic under- 
standing of the points of view of 
both departments and of combining 
the findings of both into a closely 
correlated program for clients.” 

In view of Mr. Latshaw’s estimate 
of the situation, the pronouncement 
of Lord & Thomas and Logan is re- 
garded as significant: 

“This appointment was made by 
virtue of the achievements of Mr. 
Cuddihy in advertising, particularly 
as an analyst in defining profitable 
markets—locating buying power and 
selecting media on the basis of the 
investment of advertising appropri- 
ations at a profit.” 

Mr. Cuddihy was formerly in 
charge of the department of mar- 
kets and research for the Camphell- 


Ewald Company, Detroit. 


Ward’s New Agency 
to Work for Any Fee 


It Wants to Charge 


Chicago, July 10—Following ap- 
pointment of Erwin, Wasey & Co., 
to handle its $400,000 radio adver- 
tising campaign, Montgomery Ward 
& Co. have appointed H. W. Kastor 
& Sons Advertising Agency as its 
general advertising agent. Both ac- 
counts were handled by Lord & 
Thomas and Logan. 

Montgomery Ward & Co. an- 
nounced a new method of compen- 
sation to the Kastor Agency which 
it described as “a guarantee and 
whatever other charges it chooses 
to make.” 

This arrangement is due in part 
to the fact that no publication ad- 
vertising is planned for the imme- 
diate future. Montgomery Ward ex- 
plained, however, that the primary 
effort is to get the most expert as- 
sistance available. 

Said an executive: 

“We appointed the Kastor agency 
because we believed it capable of 
assisting in all phases of our adver- 


tising and sales promotion. We are 
as much concerned with outside 
assistance in catalog preparation, 
internal selling problems, etc., as we 
are in the creation of display adver- 
tising and buying of space. 

“All our advertising and sales 
promotion executives have been in- 
structed to draw freely on the 
agency’s resources. There is no 
contract and either party may ter- 
minate the arrangement at will.” 

Newspaper advertising for Ward’s 
540 retail stores is placed locally, 
and Kastor will receive no commis- 
sions from this source. It will, how- 
ever, render a copy and space-buying 
service to the retail department on 
a fee basis. 

Kastor is handling the advertis- 
ing of the Chicago Mail Order Com- 
pany and the Lee Mfg. Co., both 
direct competitors of Montgomery 
Ward & Co., but all concerned pro- 
fess themselves satisfied with the 
new arrangement. 


Forecast Legislative 
Advertising Control 


Milwaukee, Wis., July 10—Every 
grocery retailer in the United 
States will eventually be a member 
of a voluntary chain, if sentiment 
at the annual convention of the Na- 
tional Retail Grocers Association 
and the mid-year conference of the 
National Association of Wholesale 
Grocers, is a criterion. 

Retailers appear to realize clearly 
that co-operation is their best, if not 
their only, chance to compete with 
the chains. The wholesaler also has 
a place in the picture. 

“The desire of the wholesaler 
really to get down on the same level 
with the retailer and talk turkey 
was the feature of the meeting,” said 
an expert. 

“Three years ago if one had said 
‘voluntary chain’ in a wholesalers’ 
conference, he would have been shot. 
But the wholesaler has moulded him- 
self into a new being who realizes 
his success is dependent on that of 
the retailer.” 

Co-operative advertising as well 
as co-operative buying was the de- 
velopment stressed in many of the 
sessions. Advertising for each group 


will be handled by a committee 
which realizes the importance of 
competitive pricing. 

A little was said about the pack- 
ers consent decree, a little more 
about the alleged inaccuracy of the 
recent Harvard survey on distribu- 
tion costs of chains and indepen- 
dents, but these issues were second- 
ary to the idea of competing with 
the chains on their own ground, 
rather than through legislation. 

Dr. P. B. Dunbar, assistant chief 
of the Federal Food and Drug As- 
sociation, intimated legislative con- 
trol of food and other advertising 
is on the way. ’ 

“If I am correct in my estimate of 
the attitude of the food industries on 
the value of the enforcement of the 
food law,” he said, “we may expect 
future developments to be in the di- 
rection of affording the consumer 
even greater guarantees of the in- 
tegrity and good quality of food 
products.” 

Legislative control of advertising 
has been endorsed by several organi- 
zations of national scope dealing in 
foods and drugs, he said. 


Last Minute News Flashes 


New Flit Movie Shown at Strand Theaters 


New York, July 10.—That sponsored films are far from dead was indi- 
cated this week when Stanco, Inc., invaded the Strand theaters in Brooklyn 


is now in production. 


and New York with a new film, “’Neath the Bababa Tree.” A second film 


Miller Leaves Saturday Evening Post 
New York, July 10.—After 11 years with the Curtis Publishing Co., the 
lmst seven as manager of the New York office of the Saturday Evening 
Rost, Franklin L. Miller has resigned. 


McClure Leaves Albert Frank & Co. 


Chicago, July 10.—W. Frank McClure has resigned as vice-president of 


Albert Frank & Co., in charge of the Chicago office. 


REPORT RADIO 
TORETALIATE 
ON NEWSPAPERS 


Are Broadcasters Organizing 
for News Service? 


New York, July 9—Though both 
the National Broadcasting Company 
and the Columbia Broadcasting Sys- 
tem have entered denials, the rumor 
persists that radio interests are 
planning to retaliate if the news- 
papers continue to wage war. 

The American Trade Council, of 
Ashland, Md., was one of the first to 
report that the broadcasting compa- 
nies would carry the fight into the 
enemy’s camp. 


“From good authority,” said this 
organization, which describes itself 
as “successor to the American Inter- 
national Chamber of Commerce and 
International Transportation Asso- 
ciation,” “the American Trade Coun- 
cil is informed that because of re- 
cent proposals and resolutions hostile 
to the best interests of radio, evi- 
denced at the recent convention of 
the American Newspaper Publishers 
Association, a movement is on foot 
to organize for the national broad- 
casting of ‘news of the day.’ 


“There will be regular morning, 
noon and evening programs, inter- 
spersed with ‘paid mentions’ of an 
advertising nature, as a retaliation 
should the daily newspapers rule 
radio programs be handled as paid 
advertising. 


How Plan Would Work 


“The interests dominating the 
present nation-wide network of radio 
broadcasting contend that local sta- 
tions, without much expense, could 
collect the news of their section and 
transmit it to central stations for 
‘editing,’ much after the method em- 
ployed by the great news agencies. 

“From the same source it is 
learned that former Associated Press 
employes have already been ap- 
proached for employment should the 
further hostile attitude of the A. N. 
P. A. justify the project.” 

The Southern Newspaper Publish- 
rs Association, meeting at Asheville, 
N. Car., last week, opposed radio as 
vehemently as the major organiza- 
tion, adopting a resolution that 
“radio programs be classified as 
paid advertising.” 

This revived the report that the 
radio folk were prepared to take the 
initiative and the observant Walter 
Winchell added fuel to the fire when 
he remarked in his syndicated news- 
paper column of July 7: 


“A group of reporters were chin- 
ning about the war between news- 
papers and radio. There was some 
apprehension over radio’s alleged 
entry into the scoopee field. 

“ ‘Radio,’ flipped one scribe, ‘never 
will replace the newspaper. You 
can’t wrap up a lunch in a radio’.” 

In branding radio’s reported inva- 
sion of the newspaper field as im- 
practicable as well as undesirable, 
the press relations department of the 
National Broadcasting Company 
argued that so many newspapers 
operate radio stations that it would 
be impossible to inaugurate any 
such plan. 


“We feel that newspaper opposi- 
tion to radio is dying out,” said this 
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ADVERTISING AGE 


spokesman. “Individual newspapers 
have abandoned radio programs for 
a short time, only to find a definite 
effect on their circulation which usu- 
ally resulted in their speedy restora- 
tion. 

“The situation is solving itself. 
Radio will continue to flash impor- 
tant news to the public but it can- 
not take the place of the newspaper.” 

Editor’s Prediction 

Some additional light is thrown on 
relations of newspapers and radio 
in “Radio in Advertising,” written 
by Orrin E. Dunlap, radio editor 
of the New York Times, and pub- 
lished by Harper & Brothers. Mr. 
Dunlap is both a technical authority 
and a pretty good advertising man. 

“Already there is talk of deliver- 
ing newspapers by radio,” com- 
mented Mr. Dunlap. 

“Engineers of the General Elec- 
tric Company have transmitted by 
their facsimile process the front 
page of a newspaper from San 
Francisco to Schenectady. They 
foresee the day when each radio 
receiving set in the home will have 
an attachment for plucking a news- 
paper from space. 

“When the owner retires for the 
night he will leave the set tuned in 
on a definite wave length and during 
the night his favorite newspaper 


will arrive by radio. The engineers 
say this is no fantastic dream.” 

Mr. Dunlap said if all newspapers 
stop printing radio programs, the 
broadcasting organizations may be 
forced into the publishing field to 
print their programs in magazine 
form “as is done in England.” 

“Such booklets or magazines 
would have a tremendous circula- 
tion and might attract printed ad- 
vertisements from newspapers and 
magazines,” he suggested. 

Mr. Dunlap’s volume contains an 
introduction by Roy S. Durstine, 
vice-president of Batten, Barton, 
Durstine & Osborn, who presents an 
analysis of first quarter 1930 and 
1931 newspaper lineage. This shows 
that the general loss in 1931 was 
10.95 per cent, against a loss of 
11.46 per cent from newspaper ad- 
vertisers not using radio and a loss 
of only 5.5 per cent from newspaper 
advertisers also using radio. 


Procter & Gamble 
May Set New Record 


Earnings of the Procter & Gamble 
Company, Cincinnati, for the year 
ended June 30, will establish a new 
high record, experts believe. 

Net profit is estimated at $23,- 
250,000, equal after preferred divi- 
dends to $3.50 a share on common 
stock. Gross sales will approximate 
$203,000,000. 


WRIGLEY BACK 


IN NEWSPAPERS 
WITH TEST COPY 


Chicago, July 9— After an ab-| 
the Wm. 


sence of several years, 
Wrigley, Jr., Company has returned 
to newspapers, using three -old copy 


themes made new by methods of | 


presentation originated by a new 
agency, the J. Walter Thompson 
Company. 

The schedule released July 6 calls 
for one and two advertisements a 
week, averaging 1000 lines, in Illi- 
nois and California cities. 

While expressing entire confidence 
that the sensational campaign will 
produce sensational results, Philip 
K. Wrigley told ADVERTISING AGE 
the company is in the newspapers to 
stay, regardless of the immediate 
outcome. 

“If the present campaign does not 
answer our requirements, we shall 
absolve the product and the medium, 
and persist in our advertising until 
we find profitable copy. >, 

“Gum merchandising has changed 


Announcement 


JN further development of the activities which THE CHICAGOAN 

has carried on during its four and one-half years of service as a dis- 
tinctive and timely magazine of the Chicago area, and prompted by 
cultural, civic and social developments which have enriched the field 
of its activity and influence, plans have been perfected for augmenting 
the scope and topical appeal of the publication. 


These plans provide for a substantial elaboration of editorial content, 
an expanded and modernized pictorial treatment of text, and an in- 
creased size in physical format. 


These developments will be effected with the issue of THE 
CHICAGOAN dated August, 1931. At this time the frequency of 
issue will be changed from fortnightly to monthly. Thereafter THE 
CHICAGOAN will be available on newsstands and through the 
mails on the Tenth of each month. Adjusted advertising rates will 
become effective August 1. 


A fastidious approach and an intimate address 
to the smart Chicago market are obtainable ex- 
clusively in the pages of THE CHICAGOAN. 


407 S. Dearborn St. 
Chicago 


The 
CHICAGOAN 


Western Representatives 


Simpson-Reilly — Los Angeles, San Francisco 


1790 Broadway 
New York 


| 
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TONE PICTURES 


Dissatisfied with newsprint reproduction of the famous 
Philco distorted tone pictures, Erwin Wasey & Co. are using 
two columns of call letters on reverse panels to feature news- 
paper copy. The panels, reduced in size, will henceforth appear 
in the corners of the magazine illustrations. 


from the day when good slogans 
alone sufficed. Now the public ex- 
pects information and we _ are 
endeavoring to build real educational 
value into our advertisements.” 


Praises Magazine Campaign 


Mr. Wrigley said the company’s 
“chew gum for beauty” campaign, 
which has been in the magazines for 
the past 18 months, has been ex- 
traordinarily successful. The news- 
paper advertising utilizes the same 
principles. 

The campaign will run on an ex- 
perimental basis until the first of 
the year, when long-term plans cov- 
ering the entire country will be 
made. During the experimental 
period, three distinct campaigns will 
be rotated in Illinois, Southern Cali- 
fornia and Northern California at 
60-day intervals. 

The Illinois series deals with dry 
mouth, called a more or less 
pathological condition common to 
smokers. It is said that the taste- 
buds on the tongue cannot function 
properly when the mouth is dry 
from smoking, and that Wrigley’s, 
by stimulating the flow of saliva, in- 
tensifies the sensation of taste, pro- 
motes digestion, etc. 

Copy appearing in Northern Cali- 
fornia hails chewing gum as a means 
of inducing healthful nervous relaxa- 
tion. The copy asserts it is unneces- 
sary for office-bound executives and 
clerical workers to take time out for 
rest during a period of sustained 
activity. 

The Southern California adver- 
tisements are built around the prod- 
uct as an aid to digestion, particu- 
larly as a means of offsetting the 
harm resulting from the American 
habit of rushing meals. 


Ten Minutes for Lunch 


One is illustrated with a lunch- 
time view of a restaurant popular 
with the masses. The headline reads 


“ Soup to Pie in 10 min. 45 sec.” The] 


text says this was the average time 
spent at lunch by 32 office workers 
picked at random and timed by an 
investigator. 

Each advertisement incorporates 
the following footnote: 

“All statements in this advertise- 
ment are based on scientific research 
conducted by a nationally known 
biochemist connected with the med- 
ical faculty of a great American 
university.” 

A new selling idea has been cap- 
tured in the phrase, “At the cigar 
stand—take your change in Wrig- 
ley’s.”” In the lunch counter series, 
it is changed to, “After lunch, take 
your change in Wrigley’s.” 

All flavors are receiving equal 
mention, Double Mint no longer be- 
ing reserved as a measuring stick 


Fresh Eggs Must 
Be as Advertised 


Stratford, Conn., July 9—A 
state law which took effect 
July 1 provides that eggs ad- 
vertised as fresh must be 
fresh. There is no escape by 
using such terms as “newly 
laid” or “No. 1.” 

The new law, to be adminis- 
tered by the Commissioner of 
Agriculture, establishes stand- 
ards for eggs. 


for the magazine campaign. 

The J. Walter Thompson Com- 
pany, Chicago, succeeded to the posi- 
tion formerly occupied by the Stew- 
art-Davis Advertising Agency. The 
Frances Hooper Agency remains in 
charge of magazine copy, while 
Chas. W. Wrigley & Co. functions 
for outdoor advertising. 


They Don’t Believe 


Kingston’s Philosophy 
Harry H. Kingston, Rochester ad- 
vertising man, recently led a debate 
of the Crackers and Milk Club of 
the Rochester Advertising Club on 
“Resolved, you own the roadster, but 
not the road.” 
Mr. Kingston then went South on 
a vacation and his car was cracked 
up by a reckless driver. He was 
uninjured. 


Louisville Agency 


in Reorganization 
T. E. Basham, head of the Thomas 
E. Basham Company, Louisville 
agency, has taken over the interests 
of D. J. Rammers, secretary-treas- 
urer, and J. Seaton Huff, vice-presi- 
dent, in a reorganization. 
Hugh B. Fleece is the new vice- 
president and M. P. Basham, secre- 
tary-treasurer. 


Radio Control Under 


Canadian Government 
Control of radio broadcasting in 
Canada is a duty of the Dominion 
government rather than of individ- 
ual provinces, the Supreme Court of 
Canada has held. 
Either side may take an appeal to 
the Privy Council. 


Ziering Makes Record 

Appointed general advertising 
manager of Russek’s Fifth Avenue 
store at the age of 25, Joseph M. 
Ziering becomes the youngest adver- 
tising director in the New York re- 
tail field. He succeeds Miss Phyllis 
Beveridge, who has established her 
own advertising agency. 


Lewis Opens Studios 
James N. Lewis, Jr., widely known 
commercial artist, has opened the 
Studio of Advertising Art in Louis- 
ville, Ky. 
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CLIENTS DIN 
EXECUTIVES OF 
BOSTON AGENCY 


Reverse Usual Order on Badger 
and Browning 


Boston, Mass., July 9—The close 
relations existing between many ad- 
vertising agencies and their clients 
was reflected here when some of the 
advertisers served by Badger and 
Browning, Inc., tendered a surprise 
dinner to principal executives of that 
organization. 

The reasons, as explained by 
R. W. Stanley, assistant vice-presi- 
dent of the First National Old Col- 
ony Corporation, were two-fold: 
first, it marked the second anniver- 
sary of Badger and Browning; sec- 
ond, it was a testimonial to the 
progress made by the agency and 
the close co-operation extended to 
clients in spite of the business de- 
pression. 

A fictitious dinner engagement 
brought the Badger and Browning 
principals to the Parker House at 
the appointed hour. They were 
shown to a private dining room 
where they were greeted by about 25 
clients. At each cover around the 
T-shaped table was an attractive 
souvenir program. 

An interesting feature of the 
party was a composite display at 
one end of the room, including rep- 
resentative products made by all 
clients, ranging from D. & M. Golf 
Clubs, through Darex Soles to Hol- 
liston Book Cloths, Millers Falls 
Tools, Laco Castile Soap, and many 
other articles. 


Swan Is Toastmaster 


Carroll J. Swan, who ran last 
year’s American Legion Convention 
in Boston, presided at the banquet, 
which was punctuated with numer- 
ous stunts and entertainment fea- 
tures. Letters and telegrams of re- 
grets and congratulations were read 
from clients unable to attend. 

L. R. Flint, sales manager of the 
Knit Goods Specialty Co., Chicopee 
Falls, Mass., opened the program. 
As the first client of Badger and 
Browning, Inc., he extended the con- 
gratulations of the whole group. 
Joseph L. Badger, president of 
Badger and Browning, Inc., spoke, 
as did Franklin S. Browning, treas- 
urer. Other Badger and Browning 
executives present included Clifford 
P. Parcher, vice-president, and Ro- 
land Newhall, art director. 

The keynote of the evening was 
struck by Mr. Badger, who described 
numerous instances of co-operation 
which his organization had been able 
to arrange between clients. These 
activities were discussed and their 
expansion planned. 

Among advertisers represented 
were M. N. Arnold Shoe Co., North 
Abingdon, Mass., Malcolm P. Ar- 
nold, vice-president; M. W. Carr Co., 
Inc., West Somerville, Mass., A. Lau- 
rie, advertising manager; Converse 
Rubber Co., Malden, Mass., Joseph 
Blue, advertising manager; Dewey 
and Almy Chemical Co., Cambridge, 
Mass., Henry M. Spelman, merchan- 
dise manager, Darex Division, and 
William Mott, sales manager Darex 
Division; The Draper-Maynard Co., 
Plymouth, N. H., R. E. Hill, vice- 
president, and H. T. Greeley, assist- 
ant sales manager; 

F. A. Foster & Co., Inc., Boston, 
Gordon Bryant; Independent Lock 
Co., Fitchburg, Mass., Bernard Falk, 
purchasing agent, and John Meyer, 
sales manager; Knit Goods Specialty 
Co., Chicopee Falls, Mass., L. R. 
Flint, sales director; Lockwood- 
Brackett Co., Waltham, Mass., T. R. 
Lockwood, president, H. S. Bothfeld, 
vice-president, and A. J. Cawley, as- 
sistant sales manager; 

Multibestos Company, Cambridge, 
Mass., Mason T. Rogers, vice-presi- 
dent, and R. J. Gray; Old Colony 
Trust Associates, R. W. Stanley, 
assistant vice-president First Na- 


| 


FREE VACATIONS FOR GERBER SALESMEN 


On the theory that the company will profit from better 
physical condition of salesmen, Daniel Gerber of the Gerber 
Products Division of the Fremont (Mich.) Canning Co., has 
arranged for free vacations for salesmen and their families near 
Fremont. All costs are borne by the company. 


tional Old Colony Corp., Boston; H. 
Schindler & Co., Inc., Jamaica Plain, 
Mass., Carl Schindler, president, 
Hugo Schindler, treasurer and Wal- 
ter J. Hamburger, assistant treas- 
urer. 


R. T. Pendergast 
Celebrates 50th 
Anniversary 


St. Louis, Mo., July 9—Richard 
T. Pendergast, president of Nelson 
Chesman & Co., celebrated his 50th 
anniversary in the service of the 
company July 2. He joined the 
agency on that day in 1881 as an 
office boy, becoming president in 
1923. 

Nelson Chesman & Co. was seven 
years old when Mr. Pendergast affil- 
iated with it. It was then the first 
advertising agency West of the Mis- 
sissippi and one of the two in the 
entire country. The original name 
was Rowell and Chesman. 

Mr. Pendergast is fond of recall- 
ing those early days, when the 
agency made its money by buying 
space in a publication on a whole- 
sale basis and then selling it at re- 
tail to various buyers. 

This practice ceased when wood 
type was invented. Thereafter, pub- 
lishers were paid with type and 
other printers’ supplies until the 
present standards finally evolved. 

Nelson Chesman was the first 
president of the agency, and Conrad 
Budke the second. Mr. Pendergast 
is the third. 


Charles Kellstadt 
Is Cleveland Choice 


Charles H. Kellstadt, vice-presi- 
dent of the Kinney & Levan Com- 
pany, was elected president of the 
Cleveland Advertising Club July 2. 

Harry W. Dankworth, president 
of the printing company of that 
name, is first vice-president; Paul 
Teas, advertising agent, second vice- 
president, and Robb O. Bartholomew, 
treasurer. 

Horace C. Treharne was re-elected 
secretary-manager. James Leslie 
Hubbell, of William Ganson Rose, 
Inc., is the retiring president. 


Expert Indicates New 
Job for Advertising 


The oyster industry needs adver- 

tising to educate the public to the 
fact that oysters are an all-year 
food, according to J. M. Lemon, of 
the Bureau of Fisheries, Washing- 
ton, D. C. 
The belief that they are edible 
only in cold months was caused by 
poor distribution methods in the 
past, he said. 


Powell Is Chairman 
of Jackson Club 


W. F. Powell, advertiging men- 
ager of Kennington’s, has been 
elected chairman of the Jackson 
(Miss.) Advertising Club. 

Charles W. Allen, Mississippi 
Advertising Agency, is vice-chair- 
man and G. W. Godwin, Mississippi 
Power & Light Co., secretary- 
treasurer. 


SO SOMECAN 
AND SOME CAN'T 


Washington, D. C., July 9—The 
Federal Trade Commission has dis- 
missed a complaint charging the 
Gillespie Furniture Company, of 
Los Angeles, with unfair competi- 
tion in advertising certain furni- 
ture as made of “Philippine mahog- 
any,” when the furniture is said to 
be made of wood other than true 
mahogany. 

Several years ago the Commission 
ordered six other advertisers to 
cease representing Philippine ma- 
hogany as mahogany, while under 
the present decision, the remainder 
of the trade is left free to repre- 
sent it as mahogany. 

Chairman C. W. Hunt and Com- 
missioner Edgar A. McCulloch dis- 
sented. The latter pointed out that 
in the previous case, the Commis- 
sion’s findings were upheld by a Cir- 
cuit Court of Appeals and the Su- 
preme Court of the United States 
denied an application for review. 

“Another lamentable result of this 
decision,” he said, “is that the de- 
ceptive calling of the Philippine 
wood mahogany is causing the pub- 
lic to lose confidence in mahogany 
and to turn to other kinds of ma- 
terial.” 


Fawcett Publications 
Buy “Screen Book” 


Capt. Roscoe Fawcett, vice-presi- 
dent and general manager of the 
Fawcett Publications, New York 
and Minneapolis, announces the pur- 
chase of Screen Book Magazine, ef- 
fective with the September issue. 
The retail price will become 10 cents 
with that number. 

Fawcett Publications are publish- 
ers of a general line of magazines, 
the principal ones being Modern 
Mechanics and Inventions, Screen 
Play, Hollywood, Triple X, Battle 
Stories, Amateur Golfer, True Con- 
fessions and Startling Detective Ad- 
ventures. 


Oakland Club Names 


Its 1931 Committees 

Fred Stephens, president of the 
Advertising Club of Oakland, Calif., 
has appointed new committees. 
Chairmen are: 

Membership, Bert Morley; pro- 
gram and_ entertainment, Philip 
Berger; attendance, Jack Slaughter; 
reception, Morris Schneider; social 
activities, Ruth Bates; get-acquaint- 
ed, Lawrence Moore; inter-city vis- 
itation, Ford Samuel; 

Advertising agency, Ross H. Ry- 
der; forum, Victor C. Cole; wom- 
en’s activities, Ellen B. Mohr; “Ad 
Lib” editorial, Ray Martir, editor; 
“Ad Lib” business, Jim Hill. 


New Bureau Studies 


Farm Home Modernizing 

Modernization of farm homes is 
one of the three outstanding prob- 
lems to be attacked by the new 
Bureau of Agricultural Engineering, 
Department of Agriculture. 

There are 6,000,000 such homes, 
S. H. McCrory, bureau chief, said. 


No. 70 of a Series 


We Don't Have 
Three Millions 


A\l Right, Then; 


We'll be chased down every alley in town 
by advertising space buyers pointing fingers 
of scorn at us, but we can't tell a lie. We do 
not have three million circulation. 

We feel just as bad about it as you do. 
But Scribner's isn’t the type. Nice little 
magazine buyers with thirty five cents in 
their hands don’t run around in droves of . 
millions. We wish they did. We'd like to 
have the outer offices cluttered up with ad- 
vertisers begging to buy space. 

But we can’t all be mass publications. 


Scribner's can't offer you representation in 
every country lane and at every cross-roads 
and filling station in America. You need 
that representation. We wish we could 
offer you five million at thirty five cents each 
so your entire work in life would consist in 
keeping track of the office boys carrying 
plates over to Scribner's. 


All we can do is give you a smaller 
audience which can buy anything its heart 
desires whether it be in 1932 or 1998. It 
can buy for its own uses and influence the 
millions who live at the cross-roads. You 
can't estimate influence in numbers. Think 
of any astonishing reversal of American 
thought or action brought about in late 
years. You'll realize that if they were 
stimulated at all by magazines, it was brought 
about by magazines of small circulation. 
Those are the ones edited for the thinkers, 
and when the thinkers think the Nation 
* begins to think soon after. 

Scribner’s is of this class. Under any test 
the advertiser can make up, it is a good buy. 
Admittedly its readers are buying readers; 
admittedly it reaches the finest homes in the 
country; admittedly at its page rate and for 
what it gives, it is a bargain of such magni- 


a 


tude that we feel ashamed at mentioning it. 


QUESTION: Well, why bother mentioning 


it? ANSWER: Because it may not 
always be as cheap as it now is. € 
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Reciprocity in Advertising 


The suggestions which Clifford 
L. Ellison, advertising manager of 
the Brunswick - Balke - Collender 
Company, made in an_ interview 
published in the July 4 issue of 
ADVERTISING AGE, to the effect that 
advertisers can profitably establish 
reciprocal relations through playing 
up accessory and allied products in 
their advertising, is more than ordi- 
narily interesting, and is worth spe- 
cial consideration at this time. 

Every product is used in connec- 
tion with something else. TIllustra- 
tions and copy invariably suggest 
the use of products other than those 
advertised. Dentifrices suggest tooth 
brushes; the use of gasoline involves 
the operation of automobiles; food 
products imply the presence of 
tableware, etc. Consequently it is 
necessary to portray these and many 
other accessories every time the ad- 
vertiser presents his own story. 

Mr. Ellison’s idea is that the ad- 
vertiser who makes a point of de- 
veloping favorable incidental pub- 
licity for other products used in con- 
nection with his own deserves simi- 
lar treatment by manufacturers who 
have been thus favored. He points 
out that billiard-tables, which his 
company makes, have been given ex- 
cellent publicity in advertisements 
of cigarettes, heating equipment, 
electric lamps and many other prod- 
ucts, and that he is endeavoring in 
his own advertising copy to return 
the compliment. 

The real problem involved in this 
idea is how far to go in the direc- 


tion of identifying other products by 
trade name. There are only a few 
leading manufacturers of billiard- 
tables, but there are numerous mak- 
ers of automobiles. Consequently, 
while all the publicity given to bil- 
liards is advantageous to Brunswick- 
Balke-Collender, similar treatment is 
not particularly helpful to the maker 
of some product whose chief job is 
competitive rather than creative. In 
most cases, though, the advertiser 
can hardly afford to single out a 
particular trade-marked product for 
emphasis, but the best he can do is 
to give publicity to the entire group. 

This general industry publicity is 
always desirable, and should empha- 
size friendly relations between the 
advertiser and the industry to which 
he has given a favorable introduc- 
tion, so to speak; but from the 
standpoint of developing a working 
reciprocal relationship, it may be 
necessary to carry it further, and to 
suggest, if not to name, the indi- 
vidual product. 

Naturally, if the plan can be 
worked out successfully, each adver- 
tiser can just about double the pub- 
licity value of his space, since he 
can give prominence to certain ad- 
vertised products which in turn may 
be able to give his own brand simi- 
lar emphasis in their advertising. 
This is a case of making two blades 
of grass grow where one has grown 
before, and, to borrow a railroad 
term, will increase the tonnage 
which advertising can carry without 
increasing the pay-load. 


—_ 


Business Specialists and 
Advertising Agencies 


“There’s too much assumption of 
omniscience in the agency business,” 
remarked the sales executive of a 

“large manufacturing company the 
other day. This company sells to 
advertisers, but is not in competition 
with agencies. Rather, its service 
parallels that of the agency, so that 
the executive quoted has been in an 
excellent position to see and measure 
the value of agency service. 

“I realize,” he said, “that there 
are many good agencies, which do 
their work well and which advise 
their clients intelligently regarding 
their merchandising problems. But 
I frequently run into cases where 
the agency has made recommenda- 
tions affecting subjects regarding 
which we have specialized knowl- 
edge, and has failed to grasp the 
fundamentals of the problem. I be- 
lieve agencies would profit if they 
were to call in specialtists where 
they are not sufficiently advised re- 
garding technical matters.” 

The agency which assumes that it 
has complete information on a sub- 
ject regarding which its knowledge 
may be quite superficial is taking a 
big risk in making a recommenda- 
tion to the client. The broad field 
of merchandising, in which most 
agencies endeavor to function, has 
expanded so rapidly, and involves 


the application of so many technical 
elements, that it is a wise agent 
who can realize when he is going too 
far beyond his own zone of author- 
ity and knows that it is time to call 
in a specialist. 

Some agencies, especially the 
larger ones, endeavor to be self- 
contained, and to have within their 
own personnel men who have spe- 
cialized in every branch of sales and 
distribution. But this is hardly the 
typical set-up, and hence in most 
cases the advertising agent can best 
serve as a clearing-house for ideas 
and information, which can be sifted 
and moulded into a single sound 
merchandising and sales plan. 

Organizations of standing are nu- 
merous. in practically every related 
field—general management, research 
and market surveys, product design, 
packaging, distribution and sales or- 
ganization, traffic and warehousing, 
finance of instalment sales and 
dozens of other important subjects 
which have to be discussed in con- 
nection with every change in mer- 
chandising plans and policies. 

The agent who does a good job 
in his own special field of advertis- 
ing is a good agent; and he can serve 
himself and his client best by know- 
ing how and when to use specialists 
in related fields. 


July 11, 1931 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


273. Their Three Known Interests. 


This is the brief, but handsome 
presentation of The American 
Legion Monthly, New York, which 
asserts that every reader, regardless 
of other factors, has these common 
characteristics: ‘‘A comradeship in 
arms pointed forward into the activ- 
ities of peace—and finding its outlet 
in the many and various projects of 
more than 10,000 Legion posts; an 
interest in progress and success, 
growing out of their American in- 
heritance and the common coinci- 
dence of their age in the 35 to 45 
group—the great period of accom- 
plishment; a robust, virile existence 
that points their amusements out of 
doors, their reading at stories of 


action.” 
a 


274. Where Skould You Sell? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


272. Opportunity. 


This is largely an editorial analy- 
sis of Opporunity, the Magazine of 
Salesmanship, Chicago. It is pre- 
sented with a copy of the publica-, 
tion, enabling those interested to 
check the analysis. Testimonials 
from advertisers are another feat- 
ure. 


243. Announcement — The Hanjon 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


264. Using Research. 


There are no less than 28 jobs for 
research, according to this booklet 
from the Arnold Research Service, 
New York, which lists them. Arnold 
maintains a national organization, 
with experienced trade investigators 
on the ground in every major mar- 
ket, the booklet reports. 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


241. Travel Maker. 
Scribner’s Magazine, New York, 


to exhibit the work of travel adver- 
tisers who used the magazine the 
past year. The foreword suggests 
that travel service, together with 
other services and merchandise 
which require special appreciation or 
are out of the ordinary, should be 
advertised to opinion makers, not to 
everybody. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 


has published this 44-page booklet | 


THE REFORMED COMMERCIAL ARTIST 


i reat 


—College Humor 


Voice of the Advertiser 


“Minneapolis Star” 
Offers Four Colors 


To the Editor: ADVERTISING AGE 
of June 27 carried a story headed, 
“Los Angeles Daily Prints in Three 
Colors,’”’ and containing a quotation 
that “The Los Angeles Examiner 
holds the distinction of being the 
first newspaper in the United States 
to print three colors at its regular 
press speed of 36,000 copies per 
hour.” 


May we call your attention to the 
fact that the Minneapolis Star was 
not only one of the first newspapers 
in the United States to do this in its 
regular daily press run, but is now, 
as far as we know, the only news- 
paper in the United States to print 
four colors in its regular daily edi- 
tions at its regular press speeds. 

On November 27, 1930, the Star 
printed a four-color advertisement 
(black and combinations of red, blue 
and yellow) for the Dayton Com- 
pany, after the installation of new 
press equipment costing $175,000. 
Some units were equipped with color 
fountains especially designed for 
this work. 


Since then we have published sev- 
eral similar advertisements. Color 
is offered local advertisers at 20 per 
cent above their contract rates for 
one color in addition to black; 35 
per cent extra for two additional 
colors, and 50 per cent extra for 
blue, red and yellow in addition to 
black. National advertisers pay 25 
cents a line for color advertising, 
regardless of the number of colors. 


WILLIAM C. AUER, 
Adv. Mgr., Minneapolis Star. 


* * * 


Enchanting Buyers 


Into Turning Loose 
To the Editor: In the depart- 
mental sessions at the A. F. A. con- 
vention, radio was the one subject 
that seemed as ubiquitious as Patty’s 
flea. But always the discussion 
ended with the hopeless admission, 
“We really don’t know why the 
radio produces such amazing re- 
sults.” 


The chief appeal of the radio ad- 
vertising seems to me to lie in its 
undeniable ability to charm the 
masses. Those fastidious minds who 
tune in only for Philharmonic con- 
certs, or analyses of Prof. Einstein’s 
theories, do not much affect the plus 
and minus of national sales. 


My position brings me in close 
contact with those who live for, by 


goods every year. 


and with amusement. I know inti- 


mately and believe strongly in its 
appeal. It is this potent influence 
that radio so widely capitalizes. 
For radio advertising is devised to 
please, and the great bulk of printed 
advertising is designed to sell. 


The crux of the matter appears to 
lie in the powerful subconscious 
effect that free entertainment exerts 
upon the hordes of uncritical buyers 
who are now radio fans. The radio 
enlivens existence, sharpens interest 
and gives them identity with the un- 
seen world of gay personalities. 


It makes them forget for a time 
their personal worries and _ bore- 
doms. They are unconsciously grate- 
ful to Jiminy (Home-made) Jams 
Co. and Wise Crackers & Cakes, 
Inc. When they see these products, 
they put out their dollars with a 
warm smile of recognition, almost 
of part ownership in something 
whose stock-in-trade represents 
amusement plus in their lives. 


Yet it is possible to put the same 
enchantment, allure and humor into 
the printed page. 

Flit has been doing something of 
that sort for several years, and cer- 
tainly Macy in a year of serious 
depression has cajoled many a dollar 
into the till through their brisk, 
breezy copy. 

I believe a product will find a 
wider, freer spending market if 
dramatized in an appealing guise, 
rather than advertised in factual 
copy that stresses the article’s basic 
merit alone. 

GRACE ARONS, 
Adv. Mgr., The Dance, New York. 


* * * 


Champ Testimonial 
Collector Protests 


To the Editor: The July 4 issue 
of ADVERTISING AGE carried a para- 
graph giving C. L. Ellison credit for 
having obtained the signatures and 
endorsements of Willie Hoppe and 
Welker Cochran in one of the series 
of Wings cigarette advertisements. 

The signatures and story of both 
Mr. Hoppe and Mr. Cochran were 
obtained by me through my personal 
friendship with both of them and as 
part of the work which my organiza- 
tion, F. Darius Benham, Inc., was 
doing in connection with the Wings 
copy. 

I know you do not want to detract 
in any way from the work my or- 
ganization has done in securing tes- 
timonials and in performing other 
publicity services for advertising 
companies. 

F. Darius BENHAM, 
New York, 
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ADVERTISING AGE 


CHESTERFIELD 
CANCELS ITS 
OUTDOOR COPY 


New York, July 9—The predilec- 
tion of cigarette advertisers for the 
radio has moved the Liggett & 
Myers Tobacco Company to cancel 
its outdoor advertising effective 
October 1. The R. J. Reynolds 
Tobacco Company and the American 
Tobacco Company pulled out of the 
outdoor field at the beginning of the 
year. 

Camel now has a daily broadcast 
of 15 minutes in lieu of the former 
weekly program of one hour. Lucky 
Strike is now broadcasting three 
hours a week and its little brother, 
Cremo, is on the air 15 minutes 
nightly. 

A change in tactics was made 
this week when the Lucky Strike 
program was devoted in large part 
to featuring the automobile given 
daily in Cremo’s slogan contest. 
Cremo has tied in with the current 
Plymouth campaign by adding that 
car to the list from which a selec- 
tion may be made. 

Window material featuring the 
slogan contest has also been dis- 
tributed. 

Principals in a recent Eastern 
wedding of note were M. H. Hackett, 
account executive of Lord & Thomas 
and Logan, and the daughter of 
Vincent Riggio, vice-president and 
director of advertising and sales for 
the American Tobacco Company. 
Among those present were George 
Washington Hill, Albert D. Lasker 
and L. Ames Brown. 

Chesterfield’s next move, it is un- 
stood, will be a newspaper campaign 
tieing up with stage and motion pic- 
ture stars, chiefly the former. Fred 
Walsh, of the Newell-Emmett Com- 
pany, is the account executive. 


Create Market 
for Short Wave 
Receiving Sets 


New York, July 9—A market for 
short-wave receiving sets will be 
created in the immediate future as 
the result of authority extended by 
the Federal Radio Commission to the 
Short Wave Broadcasting Corpora- 
tion, of this city, to create an inter- 
national short wave broadcasting 
network for interchange of pro- 
grams between the United States 
and foreign countries. 

The Short Wave Broadcasting 
Corporation is a fusion of Aviation 
Radio Station, Inc., of New York, 
operating WRNY and W2XAL, and 
of certain operations of the Short 
Wave & Television Corp., of Bos- 
ton. The latter operates an experi- 
mental television station and manu- 
factures both television and short 
wave receiving sets. 

Arrangements have been made to 
rebroadcast programs to and from 
Chile, Peru, Brazil, Bolivia, Argen- 
tine, Cuba and Mexico, while nego- 
tiations are being held with Japan 
and China. 

Interested in the new company 
are C. W. Cuthell, James C. Wilson 
and C. M. Keys, all connected with 
aviation companies, including the 
Curtiss- Wright Corporation and 
North American Aviation, Inc. 


Promote M. P. Luthy 


Martin P. Luthy, director of ad- 
vertising for the Kemper group of 
insurance companies, with head- 
quarters at Chicago, has been elect- 
ed assistant vice-president of the 
Lumbermens Mutual Casualty Com- 
pany and the American Motorists 
peeennee Company, of the Kemper 

eet. 


New Style for Hebert 


Louis A. Hebert, Chicago direct 
mail expert, who has operated as 
Louis A. Hebert, Inc., has dissolved 
the corporation and will continue as 
Louis A. Hebert & Co. 


LAW? POOH! 


Olga Henzler 
Miss Henzler, who won the $50 
scholarship offered by the League 
of Advertising Women, New York, 
studied at the City College of New 
York with the idea of becoming a 
lawyer. Then she got acquainted 
with advertising. 
She is in the advertising depart- 
ment of Pictorial Review. 


Current Copy 
on Bond Paper 
Causes Protest 


Nashville, Tenn., July 9—A wreath 
of raspberries has been presented to 
one of the country’s largest manu- 
facturers of bond paper for his cur- 
rent advertising, stressing reduced 
prices of his line. The donors were 
printers of the United States, those 
of the South being prominent in the 
presentation exercises. 

While reduced prices are’ usually 
good news to the consumer, there is 
a catch in the situation as far as 
this manufacturer, selling largely 
through printers, is concerned. Buy- 
ers gained the impression from the 
advertising that the price of the 
finished letterhead should be consid- 
erably lower than formerly, whereas, 
as the printers point out, the price 
of the paper is a comparatively 
small part of the cost of a letter- 
head. 

The printing business hereabouts 
has shared the general depression, 
and this particular advertising 
didn’t improve it to any extent. On 
the contrary, it brought a few more 
gray hairs to the thatches of those 
dealing in this line. 


Superlative 
Press Agent 
Dead in N. ¥. 


New York, July 9—Harry L. 
Reichenbach, press agent extraordi- 
nary, whose genius reached its 
zenith in the sale of seven million 
copies of “September Morn,” died 
here this week at the age of 49. 
Theatrical producers regarded him 
so highly they gladly paid him 
$2,000 a week when his services were 
available. 

The “September Morn” episode 
was one of his first triumphs. The 
picture of the little girl without 
anything to wear and standing ankle 
deep in a pool of water was not mov- 
ing well and the publishers called 
for Harry Reichenbach. 

He had an enlarged copy of the 
print displayed in a Fifth Avenue 
window, with a dozen urchins stand- 
ing outside and smirking at the maid 
whose charms were thus displayed. 
He thén telephoned Anthony Com- 
stock, the reformer, after which all 
that was necessary was to let na- 
ture take its course. 


Won’t Bar “Star” 


The Postmaster General has re- 
fused the request of Henry L. 
Doherty that the Kansas City Star 
be barred from the mails because it 
printed stories resulting in certain 
stocks of the Cities Service Com- 
pany being banned in Kansas. 


BLUEBIRD IN 
NATIONAL FIELD 


Chicago, July 9.—In expanding to 


| the national field, the Stein & Ell- 


bogen Company, marketer of Blue- 
bird registered diamond rings, has 
elected to take six established whole- 
sale jewelry houses in strategic 
centers into the Bluebird Diamond 
Syndicate, rather than establish its 
own sales organization. 

National advertising will begin in 
September, under the direction of 
Rudolph Samuels for the company, 
with Earle Ludgin the agency. 

The wholesalers included in the 
new set-up are, besides the E. Bast- 
heim Company, of Los Angeles, and 
Maurice J. Walsh, Ltd., of Toronto, 
Alberts’ Sons, Inc., Boston; Bauman- 
Massa Jewelry Co., St. Louis; S. H. 
Clausin & Co., Minneapolis; A. G. 
Schwab & Sons, Cincinnati. 

Albert L. Ellbogen, president of 
Stein & Ellbogen, said the company 
had to choose between co-operation 
or competition with other whole- 
salers. The former was adopted be- 
cause of “overwhelming advantages.” 

Otto S. Lieberman is president of 
the Bluebird Diamond Syndicate. J. 
P. Carr has been appointed sales 
manager. 

The retail price is affixed to Blue- 
bird diamond rings by a metal price 
tag. Each ring is accompanied by 
a guarantee. 


Western Advertising 
Manager for “Outlook” 


Julian B. Rose, who has been in 
the New York office of the Outlook 
for 18 months, has been appointed 
Western advertising manager. He 
was formerly advertising manager 
of Aviation Engineering. 

The Outlook will continue to be 
represented on the Pacific Coast by 
Blanchard-Nichols-Coleman. 


“Journal of Vitamins” 
Will Appear in Fall 


The Journal of Vitamins and Ac- 
cessary Food Factors will be pub- 
lished at 28 E. Huron street, Chi- 
cago, in the fall. 

The new monthly will be aimed 
at physicians, dentists and others 
“who must educate the homemaker 
to the practical application of new 
discoveries.” 


Curtiss-Wright Goes 


to Gardner Agency 
The Curtiss-Wright Corporation 
has appointed the Gardner Advertis- 
ing Company, New York, to direct 
the advertising of the parent com- 
pany and subsidiaries. 
Robert C. King is account execu- 
tive. 


Bridge Authority 
Joins “Life” Staff 

A four-page booklet, announcing 
that Ely Culbertson, authority on 
contract bridge, will contribute ex- 
clusive weekly articles to Life, is 
being distributed by the New York 
paper. 

Mr. Culbertson won the Vander- 
bilt Cup, among other trophies. 


Burns Is Governor 
of Fourth District 


Harry Burns, of Jacksonville, Fla., 
was elected governor of the Fourth 
District, A. F. A., at a meeting at 
Orlando last week. 

Crawford Bickford, of Orlando, 
was elected treasurer; Tom Griffith, 
St. Petersburg, vice-governor, and 
Sylvan Cox, secretary. 


To Grade Cheese 
Wisconsin’s American cheese will 
be graded and disputes settled by a 
new arbitration system. State grad- 
ing was discontinued in January, 
1930. The Department of Agricul- 
ture will supervise the new system. 


Directs Signal Sales 
R. C. McNeely has become adver- 
tising and sales manager of the Sig- 
nal Electric Mfg. Co., Menominee, 
Mich., succeeding W. E. Hopper, 
resigned. 


Adopt New Name 
The Buffalo (N. Y.) Journal of 
Commerce has changed its name to 
Niagara Area Journal of Commerce. 


ay aside 


those rose 


colored 


glasses! 


... then try 
honestly to 
disagree! 


err By written and spoken words, leaders of commerce, 
industry and government still attempt to convey the impres- 
sion that everything will be all right in a little while. 


“After 20 months isn’t it time to get our best brains together, 
assemble the facts, interpret them, explain, to the people what 
has happened and what to expect, tell them what they should 
do and try to guide them honestly? The average citizen is on 
the verge of panic. He has no one upon whom he can rely to 
advise him. He has lost faith in the once accepted leaders. He 
is fearful of disaster worse than is likely to befall. Frank 
acceptance and dissemination of the facts, interpreted with 
utter honesty, will dispel gloom rather than engender it. Ghosts 
and phantoms are more terrifying than tangible dangers . .. .” 


These paragraphs are quoted from the pages of a 
“trade paper”. They are taken from another article 
of deep-seated importance by James Dalton, Indus- 
trial Editor. of the Hearst Business Magazine, 
“MoToR”. 


Under the caption, “Let’s Face the Facts and Go 
Back to Work”, Mr. Dalton has torn away the shroud- 
ing from the logical conclusions to which obvious 
facts must point. 


Though he has addressed himself primarily to the 
automotive field, the appeal of this particular piece 
is far-reaching as industry itself. “ Normalcy.”, “De- 
pression”, “Prosperity” are but meaningless words 
under Dalton’s treatment. 


It matters not what you manufacture— whether you 
are an advertising agent or a publisher, you will 
read “Let’s Face the Facts and Go Back to Work”, 
with an awakening understanding of “conditions” 
today. 


MoToR will gladly send you a reprint 
of Mr. Dalton’s article in booklet form. 


MOTOR 


One of the Hearst Business Magazines 
57th St. at 8th Ave., N. Y..C. 
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ADVERTISING AGE 


July 11, 1931 


DESCRIBE HOW 
TO MAINTAIN 
RESALE PRICE 


Cincinnati, O., July 9—In gen- 
erally upholding a cease and desist 
order issued by the Federal Trade 
Commission against the Shakespeare 
Company, manufacturer of fishing 
equipment, the Circuit Court of Ap- 
peals for the Sixth District indicated 
procedure for manufacturers who 
wish to maintain resale prices. 

“Our approval of the Commis- 
sion’s order,” explained the court, 
“is subject to certain explanatory 
limitations. The line of demarcation 
between the permissable and the 
prohibited, under principles already 
suggested, is indistinct and rather 
baffles definition. 

“Perhaps it might be said that 
those contracts, or those cooperative 
efforts, which fall within the inhibi- 
tion of the law, relate primarily to 
the fixing of prices for goods al- 
ready in the hands of jobber or re- 
tailer, rather than to a refusal by 
the manufacturer to make further 
sales to those who cut prices. 

“In this connection we are of the 
opinion that the petitioner, under 
the Commission’s order, may refuse 
to sell to customers who demoralize 
the market and may announce as its 
general policy an intention so to do. 

“If some customer cuts prices be- 
low the requested minimum the peti- 
tioner may refuse to make additional 
sales to such customers, but may go 
no further. Assurances as to future 
conduct may not be solicited. 

“Should such assurances be given 
by the customer, nothwithstanding 
the lack of solicitation, they must be 
considered as gratuitous and as not 
involving the petitioner in a viola- 
tion of the Commission’s order. They 
would then amount to no more than 
persuasion on the part of the cus- 
tomer that the petitioner resume its 
former relations.” 

The second part of the order di- 


———— 


——— 


31.02 PER CENT OF HOMES HAVE RADIO 
(17 states yet to report) 


State 
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Totals... 


Total Homes Per Cent 
Number with Radio, of Homes 
of Homes April, 1930 with Radio 
592,530 56,491 9.5 
106,630 19,295 18.1 
439,408 40,248 9.2 
268,531 101,376 37.8 
389,596 213,821 54.9 
59,295 27,183 45.8 
126,014 67,880 53.9 
377,823 58,446 15.5 
654,009 64,908 9.9 
108,515 32,869 30.3 
844,463 351,540 41.6 
636,905 309,327 48.6 
488,055 189,527 38.8 
610,288 111,452 18.3 
198,372 77,803 39.2 
386,087 165,465 429 
472,354 25,475 5.4 
137,010 43,809 32.0 
343,781 164,324 47.8 

25,730 7,869 30.6 
119,660 53,111 44.4 
98,820 11,404 11.5 
145,382 59,352 40.8 
565,348 121,973 21.6 
267,353 116,299 43.5 
161,332 71,361 44.2 
116,254 47,729 41.1 
89,439 39,913 44.6 
374,646 87,469 23.4 
713,576 364,425 51.1 
57,218 19,482 34.0 
9,974,424 3,121,626 31.02 


—Bureau of the Census 


° 


rected the petitioner to desist from 
requesting its dealers to report the 
names of other dealers who do not 
maintain petitioner’s resale prices or 
who are suspected of not maintain- 
ing them. 

“The Commission found as a 
fact,”’ said the court, “that petitioner 
had requested its dealers to report 
the names of other dealers who did 
not maintain its resale prices. The 
only evidence touching that ques- 
tion is contained in a letter which 
the petitioner wrote to one of its 
customers in reply to a letter com- 
plaining of the cutting of prices by 
a competitor. 


No Proof Advanced 


“In this letter petitioner thanked 
the customer for calling its atten- 
tion to the price-cutting, stating that 
it had refused and would continue 


a 
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on making such 
subjects as: 


v 
v 


Harry Flowers, President 


our quotations. 


Cut Cut Costs 


Our Special Method that cuts 
costs on color cuts has recently 
been used with great satisfaction 


Clocks — Curtain Rods — 
Desserts — Colored Land- 
scapes— Blankets — 
Street Cleaning Machines. 


We'll be glad to show you the 
proofs. You'll be interested in 


General Photo Engraving 


Corporation 


235 East 45th Street, New York 
Murray Hill 2-1369 


ao 
& 


a wide range of 


v 
v 


W. K. Hauser, Vice-President 


to refuse to fill the orders of deal- 
ers who persisted in cutting prices, 
and further, that it would assist 
petitioner if dealers who did not cut 
prices would call its attention to 
competitors who did. 

“No general request of this kind 
was sent to dealers, and the only 
other evidence with respect to any 
practice on the part of the petitioner 
by which it sought to obtain from 
its dealers the names of other deal- 
ers who cut prices consists of re- 
sponses to letters of complaint in 
which the company merely expressed 
to the dealer its thanks for informa- 
tion unsolicitedly given. 

“None of these letters can be said 
to amount to a request that the 
dealer report to the petitioner the 
names of other dealers who did not 
maintain the suggested prices. Con- 
trarily the evidence shows, we think 
conclusively, that petitioner never 
made such request from any dealer.” 

The court dismissed Sections 2 
and 3 of the order. The third di- 
rected the company to desist from 
“seeking by any methods and co- 
operation of dealers in making ef- 
fective any policy adopted for the 
maintenance of prices.” 

The court held this part of the 
order to be “too incomplete to be 
intelligible.” 


Baker Leaves Chambers 
for J. Walter Thompson 


R. Lynn Baker, vice-president in 
charge of the Louisville office of the 
Chambers agency, of New Orleans, 
has resigned to join the Cincinnati 
office of the J. Walter Thompson 
Company. 

Mr. Baker will spend a short time 
at the Thompson offices in Chicago. 


Standards in Fight 
The Standard Oil Company of 
Kentucky has asked the Federal 
Court of Florida for an injunction 
to enjoin the Standard Oil Company 
of Florida from using that name. 


Goes to Canada 


James J. Donnelly, formerly with 
the Glidden Company, Cleveland, 
has become advertising director for 
the Sheffield Bronze Powder Com- 
pany, Toronto. 


* Hold Raine Services 


Harold Raine, general superinten- 
dent of the Canadian Press, who 
met his death in an airplane crash 
at Hamilton, Ont., July 1, was 
buried at Toronto this week. 


Becomes an Officer 
Miss Hildur E. Gustavson, who 
has been with Rule-Williams, Inc., 
agency of Worcester, Mass., for two 
years, has been elected assistant 
treasurer, 


Honor Omaha Agent 
Walter L. Pierpoint, of the 
Omaha agency of that name, has 
been appointed chairman of the. bu- 
reau of publicity of the Omaha 
Chamber of Commerce. 


SALES CHIEF 


R. I. Petrie 


Mr. Petrie has become sales 
manager of the Leonard Refrigera- 
tor Co., Grand Rapids, Mich., an 
affiliate of the Kelvinator Corpora- 
tion. 


Ethyl Holds Up 
Against Third 
Grade Gasoline 


Cleveland, O., July 9— Third 
grade gasoline developed by Mid- 
Continent refiners to meet low price 
competition, now constitutes from 
15 to 22.5 per cent of total gallon- 
age, where all three grades are sold, 
according to National Petroleum 
News. Other results, according to a 
story printed by this paper under 
a Tulsa (Okla.) date line: 

“Total gallonage of companies sell- 
ing three grades has been increased 
by a larger percentage than total 
gasoline consumption has increased, 
indicating that cut price stations 
have lost business to the oil com- 
pany stations. 

“The loss of gallonage of Ethyl 
and other anti-knock, premium fuels 
has been smaller than the loss of 
regular grade gallonage. 

“Marketing a third grade has en- 
abled the Standard Oil Co. of In- 
diana to maintain its prices on regu- 
lar and Ethyl fuels much nearer the 
“normal” level than was_ possible 
before. 

“Motor oil sales have increased in 
line with the increase in gasoline 
business attributed to the third 
grade.” 

National Petroleum News reports 
that third-grade gasoline may be in- 
troduced in Pennsylvania. 


“Pocatello Tribune”’ 


in Progress Party 

The Pocatello (Idaho) Tribune 
entertained 300 business men and 
editors in a July 4 party celebrating 
the installation of a press and other 
new equipment. 

Mayor Coffin delivered the chief 
address, while Governor Ross spoke 
from Lewiston by telephone. 

The Tribune has changed from a 
seven to a standard eight-column, 
12-em page. William S. Cady is gen- 
eral manager. 


Society Elects 

Logan Anderson, of R. H. Donnel- 
ley & Sons Co., was elected presi- 
dent of the Chicago Society o 
Typographic Arts June 30. J. L. 
Frazier, Inland Printer, is vice- 
president; R. H. Middleton, Ludlow 
Typograph Co., secretary, and J. A. 
Lyons, Mergenthaler Linotype Co., 
treasurer. 

Edwin B. Gillespie, of Bertsch & 
Cooper, retiring president, was 
elected a director with E. G. John- 
son, Faber Birron and John W. 
Jennings. ; 


. Has Heating Account 


Addison Vars, Buffalo, is now han- 


dling the advertising of Bordeaux 


Laboratories, Inc., Albany, N. Y., 
manufacturer of steam generator 
heating systems. 


Leaves Chilton 
Walter A. Kirkpatrick has left the 
Chilton Class Journal Co., Phila- 
delphia, to engage in free lance ad- 
vertising in the automotive field, 


BORDEN ADDS 
NEW PRODUCTS 


Stratford, Conn., July 9—Borden’s 
Farm Products Company, Inc., has 
started distribution of frozen orange 
juice and prepared chocolate syrup 
through its regular delivery system 
for dairy products. These products 
are now being delivered to regular 
Borden customers in the company’s 
entire territory, which includes the 
New York City area and part of 
Connecticut. 

The orange juice is extracted from 
tree-ripened fruit at the company’s 
own groves in Tampa, Fla., then 
frozen solid in half-pint Sealcone 
paper containers and shipped north 
for distribution. 

The juice is kept frozen until the 
moment of delivery at the customer’s 
home, trucks and wagons being 
equipped with solid carbon dioxide 
cans in which the containers are 
carried. Solid carbon dioxide is more 
commonly known as “dry ice.” 

Extensive newspaper advertising 
is being used by Borden’s to pro- 
mote the new product. A _ typical 
advertisement is captioned: 

“Now! Borden’s Pure Orange 
Juice. Fresh from the tree. Deliv- 
ered by your milkman.” The half- 
pint containers of juice are sold at 
14 cents. Delivery was started July 
3, and Borden branch managers re- 
port satisfactory sales. 

Customers are advised to defrost 
the juice overnight in an ordinary 
efrigerator at a temperature around 
40 deg. F. It can be thawed quickly 
under running cold water, but slow 
thawing brings out the full flavor 
of the fresh juice more perfectly, it 
is claimed. Because of this, custo- 
mers are advised to order the juice a 
day ahead. 

_The chocolate syrup comes in %- 
pint glass jars and sells for 25 cents 
a jar. The syrup is made by Stephen 
F. Whitman & Son, Inc. 


The one 
NATIONAL 
MAGAZINE 
of its size and 
importance 
which is edited 
exclusively 

for 


teen-age girls 


a 
AmeridanGirl 
THE MAGAZINE FOR ALL GIRLS 


Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


CHICAGO PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde 
First Nat’l Bank Bldg. 548 Drexel Building 


N. E., South Atlantic and New York 
(except New York City) 


Powers & Stone, Inc. 
Lexington Ave., N. Y. C. 
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ADVERTISING AGE 


PROWELL, CRANE. 
AND WILLIAMS 
CONSOLIDATED 


Blackett-Sample-Hummert Get 
Parker Pen Account 


Chicago, Ill., July 9—With the 
consolidation of Blackett-Sample- 
Hummert, Inc., and Crowell, Crane, 
Williams & Co., Inc., effected July 1, 
the business will be conducted under 
the name of the former with offices 
in Chicago, New York and San 
Francisco. 

L. A. Crowell, president of Cro- 
well, Crane, Williams & Co., has 
been made executive vice-president 
of the merged organization. The 
only other principal to accompany 
him is R. A. L. Herweg, formerly 
secretary of the Crowell company, 
who will assist in servicing accounts 
and specialize in new business. 

Miss A. Miller, Crowell space 
buyer, is on a vacation trip in Eu- 
rope, and may join the Blackett- 
Sample-Hummert media department 
on her return. Most of the staff will 
be retained. 

Hill Blackett and Mr. Crowell are 
particularly pleased with the new 
arrangement. Their friendship dates 


' from some fifteen years ago when 


both belonged to the Lord & Thomas 
and Logan organization. 
Agree on Principle 

They are in complete agreement 
on many principles relating to 
agency practice, among them that 
agency heads should do creative, as 
well as supervisory work. 

The Crowell agency had but one 
major national account, the Parker 
Pen Co., Janesville, Wis., and its 
subsidiary, Parker Fountain Pen 
Co., Ltd., Toronto. Other accounts 
included the Paul Schulze Biscuit 
Co., manufacturer of Rye Brackles; 
the Autodraulic Corporation, auto- 
mobile jacks, and the Liquid Car- 
bonic Corp., soda fountains and bot- 
tling machinery, all of Chicago. 

This is the third connection to 
which the Parker account has fol- 
lowed Mr. Crowell. He acquired it 
as an account executive with Van 
Patten, Inc., after leaving Lord & 
Thomas and Logan, took it along to 
Benson, Gamble & Crowell, and then 
to Crowell, Crane, Williams & Co., 
when he formed that agency in 1925. 

In addition to Messrs. Blackett 
and Crowell, the consolidated agency 
will be under the management of 
J. G. Sample and E. F. Hummert. 


Lewis Commends New 


Advertising Volume 
“Advertising: Its Economics, Phi- 
losophy and Technique,” by Dr. Her- 
bert W. Hess, was complimented by 
E. St. Elmo Lewis, writing in The 
Keystone, Philadelphia, of which he 
is an officer. 

“Most books on advertising seem 
to be written by men suffering from 
an inferiority complex,” commented 
Mr. Lewis. “They write as propa- 
gandists, and as such, are committed 
to the twin fallacies (1) there is no 
unprofitable advertising and (2) 
more advertising is the cure for all 
sales ills.” 


With “Red Book” 


Emerson D. Owen, formerly ad- 
vertising manager of the United 
Hotels Company of America, has be- 
come general manager of Hotel Red 
Book, published by the American 
Hotel Association, New York. 


With Plumbing Paper 
Russell L. Putman, former vice- 
president of the A. W. Shaw Com- 
pany, has become director of sales 
promotion for Plumbers and Heating 
— Trade Journal, New 
ork. 


Appoint Hughes, Wolff 

The Metal Arts Co., Rochester, 
N. Y., manufacturer of school pins, 
has placed its advertising with 
Hughes, Wolff & Co., of that city, 
which will use magazines. 


JOINS TYSON 


George F. Barthe 
Mr. Barthe, who formerly con- 
ducted his own agency in Syracuse, 
N. Y., has become vice-president in 
charge of the new Syracuse office 
of O. S. Tyson & Co., New York. 


Minneapolis Club 


Completes New Line-Up 
New officers of the Advertising 
Club of Minneapolis were installed 
July 8. Felton Colwell, of the Col- 
well Press, is president; R. L. Gam- 
bill, Northwestern Bell Telephone 
Co., first vice-president; Allan Odell, 
Burma Shave Co., second vice-presi- 
dent, and Truman G. Brooke, secre- 
tary-treasurer. 

New committee chairmen: Pro- 
gram and entertainment, Mr. Gam- 
bill; membership and attendance, 
Mr. Odell; ways and means, O. F. 
Carlson; publicity, Harry Brookins; 
education and extension, and speak- 
ers bureau, W. G. Calderwood; fra- 
ternal, Jack Richards, Jensen Print- 
ing Co.; athletics, Leighton R. John- 
son, American Electrotype Co.; Ad 
Club clinic, Charles I. Brown, Olm- 
sted-Hewitt; vigilance, Mr. Colwell. 


Three Type Faces 
Endorsed by Board 


The National Board on Printing 
Type Faces has approved Girder, 
sold by Continental Type Founders 
Company, and Stymie, American 
Type Founders Company, in the flat 
serif group. In the round serif field, 
Weiss Family, Bauer Type Foundry, 
has been approved. 

The Board commended the Amer- 
ican Type Founders Company for 
selling types above 120 point in 
fonts and by the running inch. This 
will make it unnecessary for typog- 
oonere to stock the large series in 
onts. 


“The Chicagoan” 
Becomes a Monthly 


Announcement has been made that 
The Chicagoan, a Quigley publica- 
tion, which has been published fort- 
nightly, will become a monthly in 
August. The type page will be en- 
larged to 84x12. 

The editorial scope will be ex- 
panded to cover the field of cultural. 
civic and social Chicago. A new ad- 
vertising rate card has been issued. 
The subscription price has been in- 
creased to $5. 


Five Advertisers 


Invest in Autogiros 
Following the successful transcon- 
tinental flight of Amelia Earhart, 
for the Beech-Nut Packing Co., Can- 
ajoharie, N. Y., several other adver- 
tisers have bought autogiros for 
publicity purposes. 

The list includes the Standard Oil 
Companies of New York, Pennsyl- 
vania and Ohio; Silverbrook Coal 
bo Philadelphia, and the Detroit 

ews. re 


Sail for Europe 

With Mrs. Fayant, Frank H. Fay- 
ant, a vice-president of Lord & 
Thomas and Logan, New York, 
sailed for Europe this week. James 
E. Davidson, Jr. and Thomas B. 
Coleman, of the same agency, also 
sailed: 


Agency for Cosmetics 
Conklin Mann, Inc., New York, is 
now handling the account of the 
Terri Cosmetics Corporation and 
will use magazines and newspapers. 


Appointed by Mills 
Grant & Wadsworth, New York, 
will use magazines and direct mail 
for the Public Service Mills, West 
New York, N. J., a new account. 


“That’s It,” Says 
Gerard Lambert 


New York, July 9—Gerard Lam- 
bert, new vresident of the Gillette 
Safety Razor Company, of Boston, 
gave Saunders Norvell the secret of 
success in less than 75 words in an 
interview reported by Hardware 
Age this week. Here’s Mr. Lam- 
bert’s recipe: 

“First of all, you must have an 
item that is universally used. Then 
you must make this item of the 
highest quality for the lowest price. 
Be sure to select an item that wears 
out or is consumed quickly. 

“If you will do these simple 
things, it will be an easy matter 
for you to make a fortune. Of 
course, you will have to develop a 
consumer demand by advertising.” 


Beaumont President 


of Reading Club 

Donald T. Beaumont was elected 
president of the Reading (Pa.) Ad- 
vertising Club at the annual meet- 


ng. 

J. F. Snyder is first vice-presi- 
dent; Charles Detweiler, second vice- 
president; O. D. Brown, third vice- 
president; Earl Beisel, secretary, 
and Bert Harris, treasurer. 


U7 néladé Postal 


Information in 
Telephone Books 


Washington, D. C., July 9—The 
Post Office Department has made 
arrangements to include localized 
postal information in the telephone 
books and city directories of every 
large city of the country. 

It will wage an advertising cam- 
paign to make this fact known to 
the public. Radio will be the primary 
medium. 

In addition, Jess C. Harraman, di- 
rector of the division of parcel post, 
said several hundred thousand ques- 
tionnaires are being sent by the Par- 
cel Post Division to large users and 
to potentially large users of the 
mails. 


These questionnaires, he said, will 
be distributed as a part of the Post 
Office Department’s nation-wide 
drive to increase the general knowl- 
edge and use of the parcel post 
service. 


The Department already has se- 
cured the necessary cooperation in 
many of the large cities for the in- 
sertion of postal information in tele- 


phone directories and city direc- 
tories, acording to Mr. Harraman. 

The questionnaires, which are be- 
ing sent for the purpose of increas- 
ing the list of mail users, are being 
distributed to all persons receiving 
more than 25 pieces of mail daily. 
Letter carriers have been instructed 
to compile a list of such persons or 
concerns included in their daily 
routes. 


Swim Suit Account 
to Albert Frank & Co. 


The West Coast Knitting Mills, of 
Los Angeles, Hollywood swim suits, 
have placed their advertising with 
the Los Angeles office of Albert 
Frank & Co. 

Class and trade papers and direct 
mail will be used. 


Merge “Jewelry News” 

Jewelry Trade News, which has 
been published as a weekly by the 
Keystone Publishing Co., Philadel- 
phia, has been merged with The 
Keystone, monthly, published by the 
same company. 


Place Foreign Copy 
Dorland International, New York, 
has been appointed to handle the 
European account of the May Oil 
Burner Corp., Baltimore. 


Points 
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Chicago Elevated 
Advertising 


oan PY 


—Over 5150 Available Drug, Grocery 
and Hardware Windows 

—TIn Chicago and Suburbs 

—Point-of-Purchase Advertising 

—Located at the Direct Delivery 


Chicago Elevated Lines 

Illinois Central Suburban Lines 
C. & N. W. Suburban Lines 

C. B. & Q. Suburban Lines 

C. M. St. P. & P. Suburban Lines 
Chicago Motor Coaches 


Chesterfield 


f 


{@ WINDOW DISPLAY 
SHOWINGS 


Installation and Service 


—Of Chicago’s Transportation Sys- 


—WINDOW DISPLAY ADVER- 


TISING 
SON 


TRACT 


DURING PEAK SEA- 


—CONTINUOUS ELEVATED 
CAR-CARD AND POSTER 
ADVERTISING 


—MERCHANDISING SERVICE 
FOR THE LIFE OF THE CON- 


Chicago Elevated 
Advertising Co. 


509 S. Franklin St., Chicago- Webster 17188 
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ADVERTISING AGE 


July 11, 1931 


$18,000 for Salesmen 


Prizes aggregating $18,000 will 
be paid to salesmen of the Kelvi- 
nator Corp., Detroit, in a contest 
designed to help business during the 
normally dull months of July- 
August-September. Last month was 
the best June in the company’s 
history. 


Declare Dividend 


With sales for the first five months 
4 per cent ahead of 1930, Interna- 
tional Business Machines Corp., New 
York, has declared the regular quar- 
terly dividend of $1.50 a share, pay- 
able Oct. 10. 


Appointed by Ward 


G. F. Grieb has been appointed 
advertising manager of the Denver 
branch of Montgomery Ward & Co., 


Chicago, succeeding John R. Griffith, | 


who has joined the Seattle Post- 
Intelligencer. 


»=HANJON> 


Electrical Transcription Service 


SUSTAINING PROGRAMS... . 
For lease to radio stations, and 
available to advertisers and - 
yeomenes agencies who require 
distinctive programs for spot 
broadcasting. veral complete 
series now ° 


SPONSORED PROGRAMS .... 
Built to order for National or 
Territorial advertisers. Our service 

complete from the creation of 


the original idea and includes the 
peeparing, recording and distribu- 
in, 


STATION REPRESENTATION . . 
Of interest to radio stations and 
advertisers alike. We arrange the 
booking of station time for adver- 
tisers or agencies and _ represent 
radio stations in our offices. 


Full commission to advertising 
agencies. 


o 
THE HANJON COMPANY 
Incorporated 


755 Seventh Ave. 


New York City, N. J. 
Phone Circle 7-3833 


NEW ADVERTISER 
WINS LAURELS 
AT COAST MEET 


Wilshire Oil Campaign Hailed 
as Successul 


_ Los Angeles, Cal., July 9—Though 
|the Wilshire Oil Company is the 
largest independent refiner in Cali- 


THE CONVENIENCE OF 
A NATURAL GAS FURNACE! 


At the touch of o button ony room 


WE RECOMMEND PAYNE WARM AMM FURNACES SOLD ON EAST Thnms 


SOUTHERN COUNTIES GAS COMPANY 


_ The story of natural gas. 


fornia, its 1931 advertising cam- 
paign, which took an award at the 
convention of the Pacific Advertis- 
ing Clubs Association, was the first 
in its history. 

The campaign was prepared by 
the Dan P. Miner Company, which 
was also in charge of the winning 


Unapproached 


influence and penetration 
in the vast textile, apparel 
and related industries 
make the Fairchild pub- 
lications 


A 
SELLING 
POWER 


BILLIONS 


Reg. U. 8. Pat. Off. 


Fairchild Publications 
8 E. 13th Street, New York, N. Y. 


Research 


Service 


- OFFERS: 
Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 
FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 
45 West 45th Street 
New York 
., Chicage 


~ 


Guy T. Burroughs 
President Burroughs, Inc. 


compromised by driving to the resort 
for a day. 

Roy A. Hunter, the new president 
of the Pacific Advertising Clubs As- 
sociation, is with the Pacific Rail- 
ways Advertising Co.,”: Vancouver, 
B. C. 

Others elected at the Long Beach 
conventon: Vice-presidents, Lila A. 
Arnold, Mail Advertising Bureau, 
Seattle; Sid S. Conklin, Press-Tele- 
gram, Long Beach; Sam Chernis, 
Empire Furniture Co., Walla Walla, 
Wash.; Warren E. Kraft, Erwin, 
Wasey & Co., Seattle; H. B. Robin- 
son, West Coast Engraving Co., 
Portland, Oreg.; Harry P. Royer, 
Rice Growers of California, Sacra- 
mento; 

Secretary-treasurer, Phil Battelle, 
Battelle Publishing Co., Los Angeles; 
director, Herman A. Nater, Bank of 
America, Los Angeles. 


THIS COPY WAS 


THE COLONELS LADY 
| AND JUDY O'GRADY 


All thas ome. may be laine but merece Pholmdetpies 


generebues 
Lawyers coukde | shake Une fect thet Los Angehes lndom have good taste . 
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Cohenel’s Lady and Judy O'Grady both like bath salts amd New York cute | 


Bret Vour Messoge Before the Modirns 


Los Angeles Examiner's sales 
promotion. 


copy of the Unger and Watson Com- 
pany, household products. 


The San Francisco office of Lord 
& Thomas and Logan figured in 
three prize-winning campaigns: A 
community advertising campaign 
costing $150,000 and up, for Cali- 
fornians, Inc.; a travel campaign 
for the Southern Pacific Company; 
and dealer helps for the Associated 
Oil Company, San Francisco. 


A direct mail campaign for the 
Arrowhead Springs Hotel was 
awarded the prize in that classifica- 
tion. The campaign was designed 
and written by Earnshaw-Young, 
Inc., and executed by Burroughs, 
Inc., of Los Angeles. 


Business Almost Normal 


Because of the high rates of the 
resort hotel, selected names from 
previous registrations were used for 
a mailing list. Steamship, railroad 
and travel officers, who are in con- 
stant contact with travelers, and doc- 
tors who might recommend the hotel 
to patients were also placed on the 
list. Registrations at the hotel were 
95 per cent of normal, as a result of 
the campaign. 

An interesting result was that 
3,000 more than the usual number of 
meals was served. This was attrib- 
uted to the fact that many who could 


LONG BEACH 


(alifornia- 


; 
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ERAS YOAT! Prem v9 
it now for this summers 


vacation! 
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SAN FRANCISCO 


Winning travel copy. 


NO ‘TRICKS -- 


Every ECONOMY Gasoline economy 
demonstration is made under normal 
everyday driving conditions 


“2 YOU CAN DUPLICATE THEM with 


-ECONOMY 


GRAHAM m4 


é 
BUY fen me LIGHT * : 
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not afford to spend a vacation there 


Unusual gasoline copy. 


SS 


W. D. Thurber 
Advertising manager, Southern 


Golfers in Tourney 
The fourth 1931 tournament of 
the Western Advertising Golfers’ 
Association will be held at the Illi- 
nois Golf Club July 17. 
Reservations should be made with 
H. G. Schuster, of the Chicago Daily 
News, secretary. 


Promoted by Chrysler 
F. F. Himmelman, who has been 
in the advertising department of the 
Chrysler Sales Corp., Detroit, has 
been appointed manager of whole- 
sale sales promotion. 


Agency for Mohair 
The McLain Organization, Phila- 
delphia, has been appointed adver- 
tising counsel for the National Mo- 
hair Promotion Bureau, New York. 


CALLED BEST AT 
CONVENTION 


Loti get 
SSOCIATE 


Puting over a family of prod- 
ucts. 


whole Pacific Coast 
on this roundtrip ticket! 

pase’ Are he ape. rteemwete 44 

ip Ne matter from where you start 

your trip INSIST that your ticket include 

the Pacific Coast places you want to see, 


Selling travel in a package. 


THREE OF THE PRIZE WINNERS AT PACIFIC COAST CONVENTION 


J. C. Morse 


Vice-president, Dan P. Miner 


Company. 


Collins in “American” 

Kenneth Collins, executive direc- 
tor of R. H. Macy & Co., New York, 
tells in the July American Maga- 
zine how he expects to become a 
millionaire. Mr. Collins divulges 
that he was once a preacher. He 
also taught English. 


Invents Road Map 


Fred G. Knapp, Cleveland agency 
man, has invented a new type of 
road map for tourists. It is made 
in strips and wound on spools like 
camera film. An oil company is ne- 
gotiating for its use as an advertis- 
ing feature. 


Loewenberg in South 
Sydney B. Loewenberg, formerly 
with the Hub, Chicago, has become 
advertising manager of K. Blach & 
Sons, Birmingham, Ala. 
ME PEN NRC 
How You Can Reach the 


Student Billion! 


College students spend a 
billiondollarsa year! The 
direct route to this big 
and impressionable mar- 
ket is through the college 
newspaper! 


Let us tell you how. 


Ask for a copy 
of 


The Collegiate 
Salesman. 


Established 1913 


Collegiate Special Ady. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


wor llr 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO +: 210 So. Desplaine St. 


and 34 other cities 
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ADVERTISING AGE 


BOLOR OFFERED 
BY 135 DAILIES. 
SURVEY SHOWS 


Chicago, July 9.— Late returns 
from the Chicago Tribune’s survey 
on color in newspaper advertising 
bring the total of newspapers offer- 
ing two cajors to 134, instead of 130, 
as reported in this paper last week. 
The Tribune brings the total to 135. 
The United States has 117 such 
papers, Canada, 16 and Hawaii, 2. 

Of 1,942 publishers queried by the 
Tribune, 901 replied. The survey 
concerns only run-of-paper two-color 
advertising, specifically excluding 
color printing done by the “fudge”’ 
process, in rotogravure, or on a 
comic press. A total of 148 papers 
use color in some form. 

The 135 newspapers offering two 
colors in their regular editions are: 


Alabama: Decatur Daily, Mobile 
Register. 
Arkansas: Jonesboro Tribune. 


Colorado: Colorado Springs Tele- 
graph, Denver Post, Pueblo Chief- 
tain, Pueblo Journal, Sterling Advo- 
cate. 

California: Alhambra Post-Advo- 
cate, Anaheim Bulletin, Fresno Bee, 
Hollywood News, Los Angeles Rec- 
ord, Long Beach Press, Long Beach 
Sun, Oakland Tribune, Ontario Re- 
port, Pasadena Star-News, Stockton 
Record, Vallejo Times-Herald, Val- 
lejo Chronicle, Ventura Star, Whit- 
tier News. 

Florida: Daytona Beach News- 
Journal, St. Petersburg Times, Or- 
lando Sentinel, Palm Beach Times. 

Georgia: Atlanta Constitution, 
Macon News-Telegraph. 

Idaho: Boise News, Boise States- 
man, Lewiston Tribune, Twin Falls 
News. 

Six in Illinois 

Illinois: Aurora Beacon-News, 
Bloomington Pantagraph, Chicago 
Tribune, National City Reporter, 
Peoria Journal, Springfield Journal. 

Indiana: Indianapolis Commer- 
cial, Frankfort Times, Evansville 
Press, Connersville News, New- 
castle Times, Bloomington World. 

Iowa: Boone Republican, Burling- 
ton Hawkeye, Des Moines Register 
& Tribune, Sioux City Tribune. 

Kansas: Salina Journal, Pitts- 
burg Sun, Ottawa Herald. 

Kentucky: Owensboro Inquirer. 

Massachusetts: Lawrence Sun. 

Michigan: Benton Harbor Palla- 
dium, Saginaw News, Mt. Clemens 
Leader, Grand Rapids Press. 

Minnesota: St. Paul News, Min- 
neapolis Journal, Minneapolis Star, 
Fergus Falls Journal, Duluth Trib- 
une, 


Mississippi: Meridian Star. 


Missouri: St. Louis Star, Joplin 
Globe. 
Montana: Niles City Star, Bill- 


ings Gazette, Butte Standard, Great 
Falls Tribune. 

Nebraska: Lincoln Journal. 

New Mexico: Las Vegas Optic. 

New York: Elyria Gazette, Corn- 
ing Leader. 

North Dakota: Mandan Pioneer. 

Oklahoma: Miami Record, Bar- 
telsville Examiner, Oklahoma Pro- 
gressive, Enid News-Eagle, Okla- 
homa City Oklahoman, Oklahoma 
City News. 


Ohio Has Nine 


Ohio: Zanesville Recorder, Xenia 
Gazette, Portsmouth Times, Newark 
Advocate, Martins Ferry Times, 
Elyria Telegram, Chillicothe Gazette, 
Chillicothe News, Athens Messenger. 

Oregon: Portland Journal, Port- 
land News, Portland Oregonian. 

Pennsylvania: Harrisburg Tele- 
graph, Lebanon News Times, Mc- 
Keesport News, Wilkes-Barre Times- 
Leader. 

Tennessee: Chattanooga News, 
Knoxville Journal. 


Texas: Dallas News, El Paso El 


NEWSPAPER CHIEF 


Clark Howell, of the Atlanta Con- 
stitution, new president of the 
Southern Newspaper Publishers As- 
sociation,.as he was snapped at 
Asheville, N. Car., last week. 


Segal Beane whe 
New Powerin 
Razor Industry 


New York, July 9—The Segal 

Safety Razor Corporation may be- 
come a power in its field as the re- 
sult of a long-term contract con- 
cluded with the United Cigar Stores 
Company following the latter’s break 
with the Gillette Safety Razor Com- 
pany. 
The Segal Safety Razor Corpora- 
tion, a subsidiary of the Segal 
Lock & Hardware Co., is planning 
an aggressive advertising campaign 
through the Peck Advertising 
Agency, it is reported. 

Though United will purchase large 
quantities of the Segal safety razor 
and blade under the new contract, 
Segal announces this is but one of 
several such deals pending. Whelan 
drug stores, owned by United, also 
will feature the Segal razor. 

Segal began the manufacture of 
razor blades, which fitted the old 
Gillette, in 1929. While the manu- 
facture of blades for other razors is 
being continued, the company re- 
centiy brought out its own razor 
embodying several patented fea- 
tures. 

Thomas W. Pelham, formerly vice- 


president in charge of sales for the 
Gillette Safety Razor Company, has 
taken the same position with Segal. 
The latter’s Brooklyn plant has been 
placed on a 24-hour basis and addi- 
tional production units are being in- 
stalled to bring capacity to 80,000 
blades. 


Buyer Joins Buck 

Clarence A. Buyer has been ap- 
pointed director of the merchandis- 
ing department of the Glen Buck 
Company, Chicago. He has been 
with the Elgin Watch Company and 
the R. F. Walker Advertising 
Agency, Chicago. 


Appoint Representatives 

The Boonville (Mo.) News has 
appointed Inland Newspaper Repre- 
sentatives, Inc., in the national field, 
while the Susquehanna (Pa.) Tran- 
script has named the Fred Kimball 
Company. 


Name Porter-Eastman 

The advertising of the Rustic 
Hickory Furniture Co., La Porte, 
Inc., has been placed with the Por- 
ter-Eastman Co., Chicago. Maga- 
zines, trade papers and direct mail 
will be used. 


Leaves “Liberty” 
Don Smith, who has been in the 
Western advertising department of 
Liberty, has resigned. 


— Ct 


Joins Thomsen-Ellis 


P. S. Redford has joined the sales 
staff of the Thomsen-Ellis Com- 
pany, direct mail agency of Balti- 
more. He was formerly sales man- 
a of the Dunbar (W. Va.) Glass 

0. 


New Mail Chairman 
Joseph H. Dotterweich, of Buffalo, 
has been appointed chairman of the 
exposition management committee of 
the Direct Mail Advertising Asso- 
ciation’s convention October 7-9. He 
succeeds K. C. Evarts. 


Place Bulletin Boards 


The New England Advertising 
Company, New Haven, Conn., has 
changed its name to the Photo News 
Service Company to indicate its 
work of handling self-operating 
electric bulletin boards. 


Leaves Advertising Field 


Saul R. Woolf, formerly president 
of the Woolf-Gurwit Advertising 
Agency, Chicago, has joined the 
Equitable Life Assurance Society’s 
Chicago organization. 


Offers Clipping Service 

Joseph P. McDonald, former cir- 
culation manager for Macfadden 
Publications, New York, has estab- 
lished a new press clipping service 
at 7 East 42nd street. 


Continental, El Paso Times, San 
Angelo Standard Times, Texarkana 
Gazette & News. 

Virginia: Norfolk Ledger. 

Utah: Ogden Standard. 

Wisconson: Superior Telegram, 
Racine Journal, Milwaukee Herold 
(German). 


West Virginia: Bluefield Tele- 


graph, 

Wyoming: Casper Tribune-Her- 
ald, Sheridan Press. 

Washington: Aberdeen World, 


Bremerton News-Searchlight, Seat- 
tle Star, Seattle Times, Seattle Post- 
Intelligencer, Spokane Spokesman- 
Review, Tacoma Times. 


CANADA 
Alberta: Calgary Albertan. 
British Columbia: Vancouver 
Star, Nelson News. 
Manitoba: Winnipeg Free Press. 
Ontario: London Advertiser, Osh- 
awa Times, Windsor Star, Peterboro 


Examiner, Fort William Times- 
Journal, Toronto Star, Ottawa 
Journal. 


Quebec: Sherbrooke Record, Mont- 
real La Presse, Montreal La Patrie. 


Saskatchewan: Regina Leader- 
Post, Moose Jaw Times. 

HAWAII 
Honolulu Advertiser, Honolulu 
Hochi. 


Heads Conference 
Albert Leslie, of Spokane, was 
elected president of the Northwest 
Typographical Conference at Seattle. 
George Brewster, of Portland, is 
vice-president and Eugene Litonius, 
Seattle, secretary. 


Use More Coffee 
The New York Coffee and Sugar 
Exchange reports coffee consump- 
tion for the year ended June 30 the 
largest on record, with 12,357,000 
bags, compared with 11,165,000 for 
the previous year. 


Sanford with “Photoplay” 


C. J. Harrison, Western manager 
of Photoplay, announces the acquisi- 
tion of Robert H. Sanford, late of 
the Western advertising department 
of Delineator. Mr. Sanford will work 
from the Chicago office. 


Scott Sales Rise 


Sales of the Scott Paper Company, 
Chester, Pa., amounted to $2,429,878 
for the first quarter of 1931, com- 
pared with $2,274,765 for 1930. The 
company’s advertising has been con- 
centrated on toilet tissue. 


Is Agency Officer 
Bernard Estes, marketing consult- 
ant of New York, has been elected 
a board member and vice-president 
in charge of marketing and mer- 
chandising of Oberfelder-Franklin, 
Inc., New York agency. 


A $250,000,000 Food Bill 
This Year! 


| are spending $250,000,000 this 
year for foods, kitchen equipment, utensils and sup- 
plies...a tremendous market, easily identified, eco- 
nomically reached....a market in which business 
depressions, seasonal fluctuations and other bugbears 
have surprisingly little effect. 


One publication, and only one, covers the 
hospital food market thoroughly and effectively. 
That publication is Hospital Management. 
monthly department devoted to foods and food service 
gives hospital executives, especially those immediately 
concerned with the purchase and serving of food, more 
than twice as much editorial material on this impor- 
tant subject as any other publication. As a natural 
consequence, the hospital field turns to the pages of 
Hospital Management for the latest and most authori- 
tative information on food service. 


The wisdom of advertising in a publication 
with such an editorial background is too evident to 
require comment. 


HOSPITAL MANAGEMENT 


The Practical Journal of Administration 
537 S. Dearborn St., Chicago * » 


Graybar Bldg., New York 
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ADVERTISING AGE 


July 11, 1931 


ADVERTISERS 
SHOULD ADOPT 
5-YEAR PLAN 


New York, July 9—The Clicquot | 
Club Company is spending 20 per 
cent more for advertising in 1931 
than in 1930, H. Earle Kimball, 
president of that concern, told the 
Research Bureau of the Advertising 
Federation of America today. 

“With annual expenditures aver- 
aging well over a million dollars a 
year for the past six years, our ap- 
propriation is being increased in 
1931 and will be further expanded 
in 1932,” said Mr. Kimball, who con- | 
siders a substantial share of every 
Annual investment in advertising as | 
business insurance for future years. | 

“If we were only planning for 
sales during 1931,” he continued, 
“we could stop advertising today and | 
reach this year’s objectives. An avi- 
ator at a couple of thousand feet can 
kill his motor and reach a nearby 
field if that were as far as he wanted | 
to go. But he keeps his motor run-| 
ning and retains altitude because 
he’s going somewhere. Many a busi- | 
ness is ‘losing altitude’ because of | 
limited planning by executives.” | 

The Cliquot Club Company, Amer- 
ica’s oldest established ginger ale. 
manufacturer, began to advertise in 
1903 with $4,000. This appropria- 
tion, with resultant gains in sales 
and profits, has increased every year, 
according to Mr. Kimball, including 
four depression periods, during 
which the company gained in sales, 
increased profits, maintained wage 
levels, and avoided all artificial and 
unhealthy forms of stimulation. 

“Executives today,” said Mr. Kim- 
ball, “must be looking and planning 
far ahead, as least as far as 1936, 
let us say. In no other way can we 
bridge all such economic burdens as 
trade recessions and slumps.” 

Mr. Kimball said that the Clic- 
quot Club Company would continue 
to spend the bulk of its appropria- 
tion in daily newspapers, general 
magazines and radio. 

The account is handled by Daniel- 
son & Son, Providence, R. I. 


. Handle Sears Radio 


The Cramer, Tobias Company, 
New York, has been placed in charge 
of the radio advertising of Sears, 
Roebuck & Co., Chicago. 

This agency recently expanded 
ary the direct mail to the general 

eld. 


Joins Judson 
George Couper, Jr., has joined the 
Judson Radio Program Corp., Chi- 
cago. Mr. Couper was formerly 
commercial manager of KWKH, 
W. K. Henderson’s famous Shreve- 
port station. 


Publish “Hot News” 
The Macaulay Company, New 
York, has published “Hot News” by 
Emile Gauvreau, editor of the 
Daily Mirror. The book deals with 
the origin and development of tab- 
loid newspapers. 


WJBK Moves 
Station WJBK, Detroit, has occu- 
pied new quarters in the Curtis 
building, where more space is avail- 
able. James F. Hopkins is man- 
ager. 


Get Handle Account 
The Ivory Handle Co., Hope, Ark., 
has placed its account with the Bott 
Advertising Agency, Little Rock, 
which will use trade journals and 
direct mail. 


Another for Scheerer 
Scheerer, Inc., New York, has 
been appointed national representa- 
tive of the Linton (Ind.) Citizen. 


Garwick Resigns 
After 12 years as advertising 
manager of the Certainteed Products 
Corp., New York, Walter C. Garwick 
has resigned. 


Have Radio for Autos 


The Grigsby-Grunow Company, 
Chicago, has expanded into the au- 


SURROUNDINGS SUGGEST NATURE OF BUSINESS 


POYIES & PATZG IC Wy 
RAPER 


The reception foyer of the new home of Ivel Displays, Inc., New. York, creators of 


ANCIENT DEVICE 


Lowell, Mass., July 9.— Miles 
Standish, sales manager of the 
Standish-Barnes Company, outdoor 
agency of Providence, R. I., and the 
descendant of a famous Pilgrim, 
piloted his Kitty Hawk plane here 
to deliver an address before the 
Lowell Rotary Club, which walks out 
when it doesn’t like its speakers. 

On this occasion no one departed 
until the meeting was over. E. L. 
Kimball, general manager of the 
Kimball System, was instrumental in 
having Mr. Standish come to Lowell, 
and he served as one of the reception 
committee. 


While his address was largely an 
explanation of the functions of out- 
door advertising, Mr. Standish dis- 
played an astonishing knowledge of 
the birth and evolution of every ad- 
vertising medium. One of his most 
interesting passages described Eng- 
land in 1712. 


“In that year,” he said, “the Brit- 
ish Government placed a tax of one 
penny on every copy of a newspaper 
and three shillings upon each adver- 
tisement. Addison’s Spectator and 
Daniel Defoe’s Review gave up the 
ghost immediately. 

“The tax produced a small income 
to the government, but defeated its 
own purpose by dealing a blow to 
the growth of internal trade and re- 
tarding the spread of literacy. 


“In 1853, when the tax was finally 
removed, the cost of a yearly sub- 
scription to a daily paper in England 
was between $45 and $50, against $5 
in the United States at that time.” 

Poster advertising in England had 
its greatest growth during this 
period, Mr. Standish explained. 


Bar Fall Vacations 


Anticipating heavy fall advertis- 
ing, the New Orleans Times-Pica- 
yune has advised its composing room 
that no vacations will be permitted 
aftey September 1. 


Get Pilot Radio 


The Pilot Radio & Tube Corp., 
Lawrence, Mass., has appointed 
Hanff-Metzger, Inc., New York. 


Agency for Trailer 
The Fruehauf Trailer Co., Detroit, 


tomobile radio field, its new set be- 
ing designated Motor Majestic. 


has appointed Fecheimer, Frank & 
Spedden, of that city, as its agency. 


to Unscramble 
Advertising 


Schenectady, N. Y., July 9—Spe- 
cific advertising to farms was rec- 
ommended by Walter A. Bowe, of 
the publicity department of the Gen- 
eral Electric Company, in summar- 
izing the results of a recent survey 
of advertising practices of power 
companies. 

“The ratio of farm advertising to 
farm sales was from \% of 1 per cent 
to 5 per cent,” he explained. “In 
one case it was 3 per cent of the 
sale of current to farms. 

“A disturbing tendency was evi- 
dent in that most companies re- 
versed their sales attitude and 
lumped their farm advertising with 
their urban appropriation. This 
shows the need of having farm ad- 
vertising considered comparable 
with the farm selling job.” 

While the majority of the utilities 
use papers with a specialized appeal 
to farmers, only a few have a plan 
for their farm advertising, Mr. 
Bowe believes. The survey indi- 
cated, however, that with 648,000 
farm customers, the power compa- 
nies are definitely awake to the 
value of proper advertising. Only 
4 companies of those queried ex- 
pected to reduce their farm appro- 
priations. 

“This survey indicates that many 
power companies are giving this 
market the attention it deserves,” 
said Mr. Bowe. 

“The experience of manufacturers 
in dealing with other industries sug- 
gests that the farm market should 
be viewed as a separate industry. 
It is more than residential because 
there are heavy power requirements, 
larger demands for refrigeration, 
uses of heat for production and spe- 
cial lighting. These factors demand 
a special approach.” 


Get G. M. Truck 
The General Motors Truck Co., 
Pontiac, Mich., has placed its ad- 
vertising with the Campbell-Ewald 
Company, Detroit. The account has 
been handled by Mitchell-Faust- 
Dickson & Wieland, Chicago. 


Get Air Account 
Eastern Air Transport, Inc., New 
York, has appointed Churchill-Hall, 
Inc., of that city, to handle its ad- 
vertising. 


School Has Agency 
St. John’s Military Academy, Del- 
afield, Wis., has appointed Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee, as its agency. 


One Time Owner of 


“Cosmopolitan” Dead 
John Brisben Walker’s colorful 
career was ended in New York July 7 
by death. His greatest fame came 
from his purchase of the Cosmo- 
politan Magazine in 1889. After in- 
creasing the circulation by 100,000, 
he sold the publication to the Hearst 
Organization. 
He was also prominent in the 
newspaper field at one time. 


Yes, We Have No 
Prosperity Prizes 

Distribution of prizes in the 
“$1,000,000 Prosperity Drive’ in- 
augurated by Chicago’s old admin- 
istration, failed to materialize July 4, 
as advertised. 

It is reported less than $25,000 of 
the tickets were distributed, instead 
of $1,000,000. Prizes ranging from 
$50 to $100,000 were to be awarded. 


Enters Farm Field 


The Worden-Allen Company, 
structural steel maker of Milwau- 
kee, has entered the agricultural 
field with advertising in Hoard’s 
Dairyman and Wallace’s Farmer. 
Other papers will be added. The 
account is handled by Advertisers’ 
Service, Inc., Milwaukee, J. W. Mar- 
tin contacting. 


Publish “This 
Week in Pittsburgh” 


The Amusement Publishing Com- 
pany has started This Week in Pitts- 
burgh. The publication has been en- 
dorsed by the convention committee 
of the Pittsburgh Chamber of Com- 
merce, among others. 

David H. Light is manager. 


Hamilton’s New Role 


Sidney J. Hamilton, former vice- 
president of the General Outdoor 
Advertising Co., and now a vice- 
president of Outdoor Advertising 
Inc., has become a vice-president of 
Lennen & Mitchell, New York, in 
charge of outdoor advertising. 


Plans for “Golf News” 


Glen Morris, vice-president of 
Golf Illustrated, New York, has 
bought a half interest in Golf News, 
which will be developed as a news- 
paper of golfing activities. Tobert 
Harlow, former manager of Walter 
Hagen, is editor. 


Casler Steps Up 


After five years as an account ex- 
ecutive of Lyddon, Hanford & Kim- 
ball, Rochester, N. Y., Lester A. 
Casler has been elected vice-presi- 
dent. 


Joins “Jobber’s Salesman” 


Glen W. Sutton has joined The 
Jobber’s Salesman, Chicago, as East- 
ern manager, succeeding J. L. Davis, 
assigned to special duties. 


| Classified 


Advertising 


A charge of 40 cents a line is 


| made for advertising in this depart- 


ment, the minimum charge being $2, 


SITUATIONS WANTED 
Young Advertising Executive 
Take full charge or assist Adv. 
Mgr. Four yrs. well-rounded exper: 
Know copy, layout, production. Plan 
and execute complete adv. cam- 
paigns. Mod. sal. Full or part time. 


Mfrs., Sls. Megrs., Agey. Execs., 
write at once. Box 102, Apv. AGg, 
Chicago. 


Paper Industry 
Launches Two 
New Campaigns 
Philadelphia, Pa., July 9—One 

advertising campaign is under way 

in the paper industry and another 
is proposed. 

Alarmed by the inroads of Cello- 
phane, manufacturers of glassine 
propose a national advertising cam- 
paign for their product, which re- 
sembles Cellophane in many re- 
spects. Some preliminary research 
has been done. 

A. S. Datz & Son, branch of the 
Louis Schulman Company, paper 
box makers’ supplies, have borrowed 
the idea orginated by the American 
Railway Express Company to make 
it possible for the box industry to 
advertise itself. 

The supply house has sent to box 
manufacturers throughout the coun- 
try—their customers — 42 x 84-inch 
posters to be attached to the sides of 
motor trucks. Inside posters and 
office cards have also been provided. 

New three-color posters will be 
provided monthly. The slogan on 
the first reads: “Protect your pur- 
chase — insist on paper boxes — be- 
cause better merchandise always is 
boxed, boxed merchandise is always 
better.” 

The company has received letters 
of commendation from more than 
400 box makers. 


Issue Advertising 


Permits for Fair 

About 40 advertising permits 
have been issued by Chicago’s Cen- 
tury of Progress. Articles manu- 
factured under these permits are 
for publicity only. 

The list includes ash trays, paper 
weights, radiator ornaments, ete. 
The Century of Progress will re- 
ceive no financial returns. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . .. one color 
and black in Daily or Sunday news sections 
+ . » four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 

and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


> For Dependable 
>Photostat Service 


; Fr.a. RUSSO we. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
V Anderbslt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 
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“THRILL” COPY 
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. . and for Lubrication—Mobiloil stands up! 


Batten, Barton, Durstine & Os- 
born are using newspapers and out- 
door copy in ten states for the 
Vacuum Oil Co.’s Mobilgas. R. B. 
Dill is St. Louis advertising man- 
ager. 


Says Retailers 
Fail to Live up 
to Advertising 


New York, July 9.—Many of the 
retailers who are urging the public 
to “buy now and cure the depres- 
sion” are using the depression as an 
excuse for demanding merchandise 
from manufacturers at prices that 
are palpably unfair, an editorial in 
the July issue of Nugents says. 

One of the largest New York de- 
partment stores has adopted this 
plan, according to the publication. 

“Stores that could no more be 
compared to this organization than 
an ant could be likened to an ele- 
phant,” commented Nugents, “are 
demanding the same sort of conces- 
sions. 

“They insist that present economic 
conditions justify their tactics even 
though, in too many instances, man- 
ufacturers taking it on the chin and 
seeking a way out are forced to re- 
duce overhead by salary cuts or 
smaller staffs. Thus, while these 
retailers are telling their audiences 
to buy and help relieve the unem- 
ployment situation, these very stores 
are adding to the worries of many 
employes connected with their 
sources of supply. 

“It is no exaggeration to say that 
were all retailers to adopt the tac- 
tics of some of the larger stores 
which enjoy such excellent reputa- 
tions in their communities, every 
manufacturer of women’s ready-to- 
wear would be compelled to seek 
other means of earning a livelihood. 
At this very moment, there are sev- 
eral manufacturers who refuse to 
sell to a department store which is 
now attracting attention through 
its advertising of sensational prices. 

“To return to the type of adver- 
tising now being sponsored by this 
New York institution and the influ- 
ence it is having on other stores— 
we cannot help but take exception to 
some of the logic exercised. If lur- 
ing shoppers and forcing sales will 
help to put more people to work, 
then preventing manufacturers from 
earning legitimate profits is only 
aggravating the situation at the 
other end. 

“Besides, why should low prices 
entice persons to buy things they 
do not need simply because the price 
is low? Certainly, women would be 
foolish to stock in on fashion mer- 
chandise, and if they do take advan- 
tage of conditions to buy foodstuffs 
or other articles, they are detracting 
from future sales.” 


Has Plumbing Account 

The Cleveland (O.) Brass Bag 
Company has appointed the Lee 
Donnelley Company, of that city, to 
direct its advertising of plumbers’ 
rough brass goods, oil specialties and 
the Hosemaster, a compression-type 


ADVERTISING AGE 


Advertising 
Organizations 
To Fete Troup 


Chicago, July 10— Desiring to 
honor Paul V. Troup, who recently 
resigned as media manager of Lord 
& Thomas and Logan, his many busi- 
ness friends are tendering him a 
luncheon at the Tavern Club July 
13, to wish him a speedy return to 
the advertising field. 

The affair is sponsored by the 
Newspaper Representatives Associa- 
tion, the Agate Club and Post No. 
170 of the American Legion, the 
latter an organization of advertising 
men. All friends of Mr. Troup, 


whether members of these organiza- 
tions or not, are invited. Vernon 
Beatty, of Williams & Cunnyngham 
and K. M. Patterson, newspaper rep- 
resentative, are taking reservations. 


Mr. Beatty, who commands the 
legion post and will be master of 
ceremonies at the party, will call on 
P. L. Henriquez, president of the 
Newspaper Representatives Associa- 
tion, and C. J. Harrison, president 
of the Agate Club, for a word or 
two before turning the reins over 
te Col. R. R. Robinson of Lord & 
Thomas and Logan. 


Mr. Troup, whose autograph has 
been so eagerly sought by space 
salesmen, will be presented with an 
album containing the signatures of 
those attending, and the meeting 
will be enlivened with entertainment. 


Is New Company 


The Morgan Advertising Com- 
pany, Mansfield, O., recently men- 
tioned in ADVERTISING AGE, is a new 
company and not a change of name 
of the Morgan-Todd Company, which 
liquidated March 1 after meeting 
all obligations. 

John C. Morgan, former president 
of the Morgan-Todd Company, is 
president of the new company. 


Now Chicago Boasts 
An Official Greeter 


George D. Gaw, president of the 
Gaw-O’Hara Envelope Company, has 
been appointed official greeter of 
Chicago. 

Mr. Gaw will ride in a snow-white 
automobile flanked by motorcycle 


Directs Production 


Miss Eleanor Goldstein is the new 
production manager of the H. L. 
Stedfeld Company, New York 
agency. The same agency has pro- 
moted J. Martin Weber to art direc- 
tor, and has added Herman Hoffman, 
late of Williams & Saylor, to the 
copy department. 


Represent “Abendpost”’ 


The Abendpost, Chicago German 
daily, has placed its national repre- 
sentation with Lorenzen & Thomp- 
son, who will also represent the 
Sonntag post. 


Joins Criterion 
H. T. Pinkham has become a spe- 
cial representative at Philadelphia 
for the Criterion Advertising Co., 
Yew York. 
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hose nozzle. Business papers and 
direct mail will be used. 
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ood on the moon 


It was a beautiful, calm Summer's day. Not a ripple disturbed the water, 


though a balmy breeze was blowing. The plates were back from the 


foundry, and they and the mats were mailed. Everything was lovely and 
the goose honked high. © © 
And then the typographer’s bill came in. Woof! © Caramba! © Sacre 


bleu! © and Donnerwetter!—not to mention hell and points south. @ © © 


The disagreéable surprises may be explained by reference to the first 


proof, the revise, the revised revise, the revision of the revised revise. 


Unfortunately, type will not condense, or expand, and the seemingly 


simple change of a word or a line, may cquse a practical re-setting of 


the whole form. C D 


The way to minimize costs is to find the typographer who uses brains 


in interpreting your wishes and who sees that all sixty of the minutes in 


each hour are crowded to overflowing with work accomplished. Our. price 


per hour is about the same as anyone's else—but our hours are fuller. 
© We fool the clock. © © 
The only way you can really find out'whether all this is just talk unbacked 


by performance, is to take a trial trip with us for say one month. Even 


before you decide to do that, it would be an excellent idea to come and look 


us over—to see just how and why we can do the things we say we do. © © 


LEE & PHILLIPS, 


Inc. 


228 EAST 45th STREET, NEW YORK 


This advertisement is number 6 of a series, showing diversified design. Layout and typography by Lee & Phillips, inc. 
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ADVERTISING AGE 


Every now and then... 


NE W 


ideas of engraving interpretation 


constitute a brand new experience 


in their formerly 


COLLINS & 


harassed liwes. 


yaante ’ ALEXANDER 
AMERICA'S FINEST PHOTO ENGRAVING PLANT | | 
65 EAST SOUTH WATER STREET * CHICAGO ~. 


INC. 
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